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Abstract 
Consumer satisfaction has been cited to be an important determinant of repeat business. 
Therefore, it is important for businesses and other stakeholders to have insights about the 
factors influencing consumer satisfaction. The aim of this research is to explore these 
factors in the social commerce (SC) context. The research identifies the key predecessors 
of customer satisfaction, and gaining insights about the nature of their relationship with 
each other and with consumer satisfaction. 
 Using a positivist paradigm and employing a quantitative approach, this study 
uses paper- and web-based surveys to collect research data. The study sample consist of 
Saudi Arabian students who have experience with SC websites and are studying either in 
Saudi Arabia or Australia. In total, 372 responses are collected. The collected data are 
analysed using the partial least squares (PLS) regression method to address the research 
questions and test the research hypotheses. 
 Overall, the results support the theoretical model proposed in this study; that is, 
all factors affecting consumer satisfaction in SC are found to have a significant impact on 
consumer satisfaction. Specifically, it is found that word-of-mouth (WOM) is the factor 
affecting both trust and social influence most strongly, and trust is the factor affecting 
consumer satisfaction most strongly. Since trust is most strongly affected by WOM, it 
seems imperative that SC enterprises pay special attention to consumer feedback and 
responses. These findings are consistent with those of the current literature. 
 This study provides insights into aspects of SC that have not previously been fully 
investigated. The SC phenomenon has been studied from the standpoint of consumer 
intention and behaviour but not in terms of consumer satisfaction. This study attempts to 
xiii 
fill this gap, along with the gap that exists in terms of defining the concept of consumer 
satisfaction in SC settings. 
 It is expected that the proposed framework in this study would improve the 
understanding of the factors affecting consumer satisfaction and the structural 
relationships between these factors. In addition, this research is expected to act as a guide 
for SC businesses to help them better meet consumer requirements, which ultimately may 
lead to an increase in sales revenue. 
 The results of the quantitative analysis need to be interpreted within the limitations 
of the study. The sample for this research only consisted of students. The researcher 
acknowledges the limitation that students comprise only a subset of all consumers, and 
the findings from this research may not be generalised to all SC users. 
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Chapter 1: Introduction 
1.1 Research Overview 
The 21st century has witnessed enormous changes in the field of information and 
communication technology (ICT), and this state of change is going to continue into the 
future. The growth of the internet and the evolution of technology over the past several 
decades have led to the emergence of new ways of communicating, which are 
increasingly used for new forms of business transactions (Chen, L & Wang 2016). 
Most advances in ICT can be attributed to the advantages of the internet, such as 
connectivity, interactivity, low cost and around-the-clock access. This has created a level 
playing field for small businesses since they can now compete with larger businesses. 
With the development of the internet, Web 2.0 appeared, enabling people to interact via 
the internet (Hajli, M 2013). Lai and Turban (2008) define Web 2.0 as a tool that 
transforms the internet into a social environment and creates a platform that allows people 
to interact and exchange information. Consequently, Web 2.0 creates a new environment 
where businesses can develop their interactions with consumers through websites, which 
is referred to as ‘social commerce’ (Lai & Turban 2008). Hence, with the advent of this 
new social environment, or social media, millions of users worldwide can not only 
interact and exchange information but can also do it in real time. This type of technology 
has allowed new businesses, initially only small businesses and then larger enterprises, to 
develop and grow. The power of consumers is immense, since they are able to not only 
inform and arm themselves with the necessary knowledge before making purchase 
decisions but are also able to control the publicity of and, thereby, the reputation of 
businesses through their word-of-mouth (WOM) exchanges with other consumers. This 
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has led to businesses having to factor in the consumer more than ever before, because 
their growth is dependent on the consumer’s experience and satisfaction like never before. 
The social commerce (SC) concept was first introduced in 2005 on the Yahoo! website 
to represent the combination of shopping and social networking activities through social 
media (Rubel 2005; Stephen & Toubia 2010; Wang, C & Zhang 2012). In 2011, Facebook 
developed the idea of SC and created F-commerce, a platform that uses Facebook’s 
facilities for purchase and sale transactions (Zhong 2012). SC creates ‘pick lists’ to allow 
users to review and comment on product lists (Wang, C & Zhang 2012). According to C. 
Wang, C and Zhang (2012), the information or the content in SC usually ranges from 
‘peer-generated through to community-generated (crowd-sourced), consumer and 
marketer co-created, to globally crowd-sourced’. As stated by Hashim, NA, Nor and 
Janor (2016), businesses, instead of waiting for consumers to come to them, are going to 
platforms such as eBay and Amazon where millions of consumers spend their time, share 
their valuable opinions and views about products and make recommendations. Social 
media has enabled businesses to interact with their audience through social channels and 
has also allowed them to tap into their consumers’ habits to increase sales. For example, 
some websites collect information from their consumers and use insights derived from 
this to make purchase recommendations to consumers (Dasgupta 2013). Thus, to increase 
their sales and to grow, businesses are interacting with consumers on social media 
platforms as well as their own websites, so that they are always aware of what the 
consumers want. In addition to this, as Hashim, NA, Nor and Janor (2016) state, social 
media has provided an incomparable platform for consumers to ‘publicise their personal 
evaluation of purchased products; and thus facilitate word-of-mouth communication’. 
Consumers, through sharing their experiences, opinions and reviews about products and 
services, are able to generate WOM publicity for the businesses concerned. Social media 
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also allows consumers to interact both directly and in real time with providers of 
information, thus allowing consumers and businesses to exchange views and negotiate on 
prices of products and services offered (Hashim, NA, Nor & Janor 2016). This two-way 
interactive experience arms consumers with knowledge and allows them to communicate 
with businesses themselves. In this way, they can ensure their requirements are met, 
which will improve their online shopping experience. This is beneficial to numerous 
businesses since they can refine their products and services according to consumers’ 
feedback and their experience in dealing with the customer (Liang, Ting-Peng & Turban 
2011). 
Different definitions have been proposed for SC, as discussed in Section 2.2, and 
consensus on a single definition is lacking (Wang, C & Zhang 2012). One such definition 
is provided by Marsden (2010): ‘Social commerce is a subset of electronic commerce that 
uses social media, online media that supports social interactions and user contributions, 
to enhance online purchase experience.’ SC is the new wave of e-commerce, since it takes 
advantage of the interactive information technology structure. It is an extension of 
business-to-consumer (B2C) e-commerce, where consumers can interact with each other 
to conduct online shopping activities and discuss their experiences and preferences 
regarding products and services (Shen & Eder 2009). 
Liang, Ting-Peng et al. (2011) claim that there are some common outcomes from SC that 
most research in this domain intends to reveal, such as purchase intention, consumer 
attitude and consumer satisfaction. Many studies have focused on behavioural and 
purchase intentions to provide a better understanding of how SC affects consumer 
behaviours (Hajli, M 2012a, 2013; Liang, Ting-Peng et al. 2011; Ng 2013), and most of 
the existing SC literature focusses on the consumers’ intention to buy and on their 
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attitudes, but there is a lack of research in the area of consumer satisfaction. A suggested 
area that needs more investigation is the factors affecting consumer satisfaction in SC 
(Liang, Ting-Peng et al. 2011). Hence, the first focus of this study is on filling this 
knowledge gap. 
Churchill and Surprenant (1982) argue that consumer satisfaction is a post-purchase 
phenomenon reflected in attitudinal change, repurchase intentions and brand loyalty. 
Kotler (2000) defines consumer satisfaction as consumers’ feelings of either pleasure or 
disappointment resulting from a comparison between the perceived performance of a 
specific product or service and their expectations. Consumers usually seek a relationship 
between their needs and wants and their perceived evaluation (Parker & Mathews 2001). 
Therefore, if the perceived performance is worse or is better than expected, the consumer 
will be disappointed or will be satisfied, respectively. If the performance perceived by 
consumers is equal to their expectation, they will be indifferent or in a neutral state (Lin 
2003). 
A consumer’s buying decisions are measured by cultural, social, personal and 
psychological factors (Lin 2003). In addition, three significant factors affect consumer 
satisfaction: consumer need, consumer value and consumer cost. A consumer need is the 
consumer’s desire to buy a product or service to satisfy a need (Parker & Mathews 2001). 
Researchers have found that consumers are driven by a desire to fulfil their needs and are 
influenced by specific expectations (Parker & Mathews 2001). Consumer value refers to 
an individual’s judgement regarding what is necessary and essential for his or her life 
(Kenny 1994). It shows an individual reflection of what is essential or valuable in life 
(Lin 2003). Consumer cost represents what consumers will pay for a service or product 
that matches their desire and value (Best 1997). They are typically concerned with 
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receiving something worth the payment they made, and that is reflected in satisfaction 
(Lin 2003). 
In addition, a strong relationship exists between trust and satisfaction (Bauer, Grether & 
Leach 2002). It is the company’s responsibility to satisfy its consumers’ needs and wants 
(Kennedy, Ferrell & LeClair 2001). Satisfaction is a favourable attitude shown by 
consumers when they experience desired expectations (Anderson, EW & Sullivan 1993). 
Anderson, EW and Sullivan (1993) state that satisfaction depends on the consumer’s 
initial expectation and the results obtained. Therefore, satisfaction is measured by what 
the consumer wants. In the case of SC, satisfaction is felt if a consumer obtains tangible 
aspects, such as web system security and fast delivery time, and intangible aspects, such 
as feelings of excitement or happiness resulting from the purchase of a product or service 
(Flavián, Guinalíu & Gurrea 2006). The consumer will be satisfied on perceiving high 
levels of trust, honesty and competence regarding the website (Flavián, Guinalíu & 
Gurrea 2006). 
Trust has been studied numerous times in different fields, such as economics, psychology 
and sociology (Kim, S & Park 2013). For instance, in economics, trust studies have been 
focused on the expectations of interactions as well as weakness exposure and acceptance 
(Beldad, De Jong & Steehouder 2010). In psychology, studies focused on trust identify 
personal characteristics, such as risk propensity and trust propensity. In sociology, studies 
have focused more on institutional aspects of trust, such as transaction safety and the use 
of new technologies (Das & Teng 2004). Researchers from different fields define trust 
from different perspectives  (McKnight, Choudhury & Kacmar 2002). For example, 
Mayer, Davis and Schoorman (1995) define trust as ‘the willingness of a party to be 
vulnerable to the actions of another party based on the expectation that the other will 
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perform a particular action important to the trustor, irrespective of the ability to monitor 
or control that other party’. Doney and Cannon (1997) claim that trust is the confidence 
of someone in the other. 
Previous studies have tested the effects of trust in online business (Doney & Cannon 
1997; Gefen 2000; Jones & Leonard 2008). Many companies have trouble gaining 
consumer trust (Kim, S & Park 2013). Some studies show that trust affects consumer 
online purchase decisions, and others show that trust plays the main role in consumer 
purchase intentions (Gefen 2000; Jin, Yong Park & Kim 2008). 
Trust involves factors that might influence a consumer regarding SC, such as a company’s 
reputation and transaction safety (Kim, S & Park 2013). A company’s good reputation 
creates a strong relationship between consumers and SC companies, by offering the 
consumers a high level of care and service quality (Jarvenpaa, SL, Tractinsky & Saarinen 
1999; Landon & Smith 1997; Park, JungKun, Gunn & Han 2012; Teo & Liu 2007). 
Further, transaction safety plays the main role in trust by giving consumers a high level 
of security during their transactions in both e-commerce and SC. This is important since 
there are no face-to-face interactions in online environments  (Cheung & Lee 2006; Kim, 
Dan J., Ferrin & Rao 2008). Moreover, other studies reveal that WOM and low prices 
affect trust in online businesses (Kim, K., Shin & Kim 2011; Kim, S & Park 2013; 
Mikalef, Giannakos & Pateli 2013). Kim, Kyu and Prabhakar (2000) claim that WOM 
communication among consumers on SC networks significantly affects consumer 
purchase intentions. Moreover, a strong relationship exists between social influence and 
trust  (Tsai & Ghoshal 1998). Trust can increase in social network sites via social 
interaction between users, such as those on Facebook  (Dwyer, C, Hiltz & Passerini 2007). 
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Moreover, the term ‘social influence’ refers to the changes that occur in an individual’s 
attitudes, thoughts, actions, feelings and behaviours resulting from interactions with a 
group or another individual (Ajzen 1991; Friedkin 2006). A characteristic of social 
influence is internalisation, which occurs when someone accepts the beliefs and 
behaviour of another (Kelman 1958). This is relevant to social networking and SC, since 
consumers participate online to share reviews and recommendations (Bagozzi & Yi 
2012). There is a strong relationship between online interaction and social influence 
owing to the creation of relationships between consumers regarding reviews and shared 
experiences (Wu, H-L & Wang 2011). Social influence can be measured by quantifying 
the social impact of the sender on the receiver (Latane 1981). The two types of social 
influences when a new product is adopted are normative and informational (Bearden, 
William O et al. 1986). Normative social influence creates pressure on people to accept a 
new product regardless of personal preferences, because if they do not accept it they will 
be considered ‘old-fashioned’ (Kim, Y & Srivastava, J 2007). Informational social 
influence is a learning process that people can take advantage of before they intend to 
purchase, particularly when they are informed about the new product through the 
experiences, recommendations and reviews of others (Kim, Y & Srivastava, J 2007). 
In a comparative study of consumer trust with regard to online buying by Australian and 
Israeli internet users, Jarvenpaa, SL, Tractinsky and Saarinen (1999) notes that the risk 
perception of using internet websites was similar for both consumer groups. Although the 
Hofstede cultural dimensions of the two countries differ, a large proportion of the 
participants from both countries (especially from Australia) were not natives of the 
respective countries. Therefore, the effects cannot be attributed to cultural differences. 
This affected validation of culture-related hypotheses in the study. A third comparison 
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with Finnish consumers produced significant cultural differences in trust factors of 
internet uses; however, the effect of reputation on trust was unclear. 
A 10-country comparison of environmental and policy factors affecting global e-
commerce diffusion was attempted by Gibbs, Kraemer and Dedrick (2003). B2C e-
commerce was affected by local factors since it is influenced by local consumer markets. 
There were significant differences between countries with respect to consumer 
preferences and values, distribution systems and national cultures. Specific legislations 
for e-commerce and protection of buyers and sellers in different countries produced 
different effects. 
While the above findings are related to online commerce rather than SC, Ng (2013) tested 
trust transference theory in the case of different cultures using SC sites. The results show 
that trust held by a close, SC community in one site was transferable to other sites of the 
same community. The relationship between trust and purchase intentions in SC sites was 
moderated by culture. Countries of East Asia and Latin America were compared in this 
study. With fewer barriers to overcome, SC was more successful in East Asian countries 
than in the Latin American region. 
In a survey of 27,000 internet users in 55 countries, Goodrich and de Mooij (2014) note 
cultural differences in the way that information sources influenced online purchase 
decisions. There was a greater extent of reliance on social media in the case of 
relationship-oriented collectivists than in individualist cultures since social media served 
as a substitute for interpersonal WOM communication. Culture also affected the influence 
of social media on purchases in a different way to the traditional WOM through family 
or friends, and there were major differences in countries’ online complaint behaviour 
because the cultures varied. 
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It is clear from the above findings that cultural differences between countries can 
determine the extent to which different factors affect consumer satisfaction in SC. Saudi 
Arabia has Islamic culture; hence, it will be informative to understand how this influences 
factors determining consumer satisfaction in SC compared with a Western culture such 
as Australia. This aspect also formed an important part of this research. Other factors are 
discussed in the next chapter. 
The rest of this chapter presents the objectives of this research, the methodology used to 
achieve the objectives, the main findings obtained and some of the limitations of the 
research. Finally, an outline and structure for the rest of this thesis is presented. 
1.2 Research Objectives and Questions 
This research explores the factors impacting consumer satisfaction in SC. Since consumer 
satisfaction has often been cited to be the single most important determinant of repeat 
business, it is important for businesses and other stakeholders to have insights about the 
factors influencing consumer satisfaction. Therefore, the objective of this research is to 
develop and test a framework that explains the structural and other types of relationships 
that exist between the factors affecting customer satisfaction in SC. In addition, this 
research is expected to aid businesses in charting their strategies to better match consumer 
requirements, which may lead to their growth. It is expected that this research and the 
framework developed from it will add to the existing SC literature by providing a better 
understanding of the factors impacting consumer satisfaction, and the structural 
relationships between these factors. 
The research questions are aimed at identifying the key predecessors of customer 
satisfaction and gaining insights about the nature of the relationship between the 
predecessors and the customer. The following research questions have been formulated: 
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 What are the key factors affecting consumer satisfaction in social commerce? 
 What are the key factors affecting trust in social commerce? 
 What are the key factors affecting social influence in social commerce? 
1.3 Research Methodology 
This research used a positivist paradigm and employed the quantitative approach. Since 
this study aimed to reach as many consumers as possible, paper- and web-based surveys 
were used to collect data. The sample of this study consisted of Saudi Arabian students, 
who have experience with SC sites and are studying in Saudi Arabia or Australia. The 
survey was developed using the well-known process of instrument development proposed 
by Churchill (1979). 
According to Creswell (2013), the minimum number of experts that can be called upon 
for the purpose of pre-testing a survey is 10 and the maximum is 50. A pre-test of the 
survey was needed to check the wording and degree of relevance of the questions, whether 
some questions were redundant or confusing and if any inappropriate or confusing 
questions were included (Bailey 2008). The researcher sent the questionnaire to 10 
academics from the College of Business at RMIT University, who had come from 
different universities worldwide and had previously worked in the areas of e-commerce 
and/or information systems. The strength of this approach is from the diversity of 
expertise and the interaction that occurs to reveal problems with the survey instrument, 
so that these can be remedied prior to the main study (Czaja & Blair 1996; Sekaran 2000). 
Positive feedback was received with suggestions for minor changes and, as a result, a few 
questions were changed, reworded or deleted. The revised questionnaire was emailed to 
the participating academics and was reviewed and examined to ensure the face validity 
 11 
of the instrument. The type of questions used in this questionnaire were based on their 
degree of relevance to each defined construct. 
For the main study, 500 Saudi students at the University of Business and Technology in 
Jeddah in Saudi Arabia were given a paper-based questionnaire. The survey was 
distributed in English. Saudi students in Australia were given a web-based survey, and 
the link to the survey was also made available on Saudi club pages on social network sites 
in an effort to obtain a higher number of participants. According to the statistics provided 
by the Saudi Arabian Ministry of Higher Education, the number of Saudi students in 
Australia at the time was 8,500. In total, 372 responses were collected and were ready for 
data analysis. 
Finally, the researcher carried out structural equation modelling (SEM) using the partial 
least squares (PLS) method to address the research questions and hypotheses. The 
theoretical framework for this research is shown in Figure 3.1. Details about how this 
framework was developed are given in Chapter 3. SEM was considered appropriate for 
the current study because the research model was perceived as a path analysis model with 
mediating factors. Smart PLS and SPSS (version 23) statistical software were utilised to 
conduct the data analysis for this research. 
1.4 Significant Findings, Contributions and Limitations 
The objective of this study is to enhance the understanding of factors associated with 
consumer satisfaction in the context of SC. The results support the proposed framework 
of this study—all of the factors affecting consumer satisfaction in SC are found to have a 
significant impact on consumer satisfaction. In particular, it is found that WOM is the 
factor that affected both trust and social influence to the greatest extent. In the context of 
SC, trust is found to be the factor that affected consumer satisfaction most strongly. 
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Hence, it is clear that increasing the trust of the consumer in SC websites will increase 
consumer satisfaction. Since trust is most strongly affected by WOM, it is imperative that 
SC enterprises pay special attention to consumer feedback and response, since WOM will 
determine the level of trust that consumers have in their products and services. These 
findings are consistent with those of the literature in this area. In addition to this direct 
effect of WOM on trust, the indirect impact of WOM on consumer satisfaction is also 
noted. Firms that engage in SC need to be aware of the nature of the online WOM their 
businesses are generating to keep track of how the levels of consumer satisfaction are 
evolving. Ultimately, such tracking will determine the success of their enterprises. 
This study also provides insights into aspects of SC on which the research to date is 
limited. As stated earlier, the phenomenon of SC has been studied from the standpoint of 
consumer intention and behaviour, but not in terms of consumer satisfaction. This study 
attempts to fill this gap as regards defining the concept of consumer satisfaction in SC 
settings. 
The results of the quantitative analysis need to be interpreted within the limitations of the 
study. Overall, the limitations of this research can be considered a source of motivation 
for future research. One such limitation is the sample used, since the participants were 
not selected from a probability sample. Although there is no evidence of sample biases 
compared with the population from which the sample is drawn, this possibility cannot be 
ruled out. In addition, the sample for this research consisted of only students. The 
researcher acknowledges the limitation that students comprise only a subset of all 
consumers, and the findings from this research may not be generalised to all consumers. 
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1.5 Outline and Structure of the Thesis 
This introductory chapter has  presented the research, its objectives and questions, the 
methodology of the research and the research outline and structure. The Literature Review 
chapter, Chapter 2, discusses the SC concept and previous literature, consumer 
satisfaction, social influence and its relation to SC and the role of trust in SC. Chapter 3, 
which is Conceptual Framework and Research Hypotheses, describes the research’s 
theoretical background, trust theory, social influence theory and hypothesis development. 
Chapter 4, which is Research Methodology, describes the research paradigm, design, 
sample, respondents and instruments and definitions of research factors. It also examines 
items generation, scale development and validation of the research instrument for the 
thesis and presents literature on theoretical models for research, the assumptions for these 
models, research designs and various measurement methods and their analyses. Chapter 
5, which is Data Analysis and Results, describes the sample demographic and data 
screening; data examination and cleaning; assessment of missing values; assessment of 
outliers; response rate; reliability and validity; assessment of structural model, including 
the model fit; and hypothesis testing. In Chapter 6, Findings and Discussion, the findings 
of the research hypotheses are discussed to reveal their implications. Chapter 7, 
Conclusion, revisits the research questions and directly links the findings to the questions. 
Further, this is followed by general reflection and a summary of the contributions of this 
thesis. The limitations of this research and some suggestions for future research are then 
discussed. Next, implications for businesses and SC sites are discussed and, lastly, 
concluding remarks are presented. 
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Chapter 2: Literature Review 
2.1 Introduction 
The concept of SC was originally conceived by the famous entrepreneur, David Beisel, 
to represent user-derived advertorial content on electronic commerce websites (Beisel 
2005). The Chief Content Strategist for Edelman, Steve Rubel, embraced mutual e-
commerce instruments that made it possible for shoppers to obtain advice on products 
and services from trusted individuals, uncover commodities and then buy them (Rubel 
2005). The social networks responsible for this task have been established to enhance 
consumers’ confidence in any single retailer over many others (Marsden & Chaney 2013). 
The term ‘social commerce’ is relatively new. Scholars have defined it in a variety of 
ways. Yajing, Youshi and Yufei (2016) describe SC as ‘not just a simple fusion between 
e-commerce and social networking technology, but its integration with commerce 
activities, and its mechanisms for promoting social interaction and trust’. Huang, Z and 
Benyoucef (2013) define SC as a web-based commercial application, leveraging Web 2.0 
technologies that support social interaction and user-generated content to assist 
consumers in their decision-making processes, mainly concerning acquisition of products 
and services within online marketplaces and communities. According to Goodrich and de 
Mooij (2014, p. 225), ‘social commerce is a new evolution of e-commerce that combines 
the commercial and social activities by deploying social technologies into e-commerce 
sites. Social commerce reintroduces the social aspect of shopping to e-commerce, 
increasing the degree of social presence in online environments’. Kim, DJ and Srivastava, 
J (2007) argue that SC involves utilisation of web-based social communities by e-
commerce companies, and it focusses on the impact of social influence, which shapes the 
interaction among consumers. Wigand, Benjamin and Birkland (2008) define SC as the 
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application of social media to shape business and transform the marketplace into one that 
is user driven. The definition put forward by Marsden (2010) is discussed in section 1.1. 
Table 2.1 summarises these definitions by author. 
Table 2.1: Different definitions of social commerce 
Author/s Definition of social commerce 
Beisel (2005) User-derived advertorial content on electronic commerce websites. 
Rubel (2005) Mutual e-commerce instruments that make it possible for shoppers to 
obtain advice on products and services from trusted individuals, 
uncover commodities and then buy them. 
Yajing, Youshi and Yufei 
(2016) 
Social commerce is ‘not just a simple fusion between e-commerce and 
social networking technology, but its integration with commerce 
activities, and its mechanisms for promoting social interaction and 
trust’. 
Huang, Z and Benyoucef 
(2013) 
Social commerce is a web-based commercial application, leveraging 
Web 2.0 technologies that support social interaction and user-generated 
content to assist consumers in their decision-making processes, mainly 
to do with acquisition of products and services within online 
marketplaces and communities. 
Goodrich and de Mooij 
(2014) 
Social commerce is a new evolution of e-commerce that combines the 
commercial and social activities by deploying social technologies into 
e-commerce sites. Social commerce reintroduces the social aspect of 
shopping to e-commerce, increasing the degree of social presence in 
online environments. 
Kim, Y and Srivastava, J 
(2007) 
Social commerce involves utilisation of web-based social communities 
by e-commerce companies, and it focusses on the impact of social 
influence which shapes the interaction among consumers. 
Wigand, Benjamin and 
Birkland (2008) 
Social commerce is the application of social media to shape business 
and transforms the market place into a user-driven market place. 
Marsden (2010) Social commerce is a subset of electronic commerce that uses social 
media, online media that supports social interactions and user 
contributions, to enhance online purchase experience. 
One element common to all these definitions is that SC is an evolution of e-commerce, 
and that ‘social’, whether it be media, communities, influence, activities or interactions, 
is the keyword. The two groups that connect in this platform are consumers and 
businesses, and numerous factors determine how both of these groups use SC. 
Social interaction among members of the online community enables them to exchange 
information on products and their value. This information is useful in helping prospective 
buyers of the products to decide whether to purchase the products or not. By contrast, 
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businesses gain the opportunity to understand varying consumer needs and the extent to 
which their products satisfy these needs. Such knowledge also helps businesses to 
promote their relationships with satisfied consumers by convincing them to make repeat 
purchases, which ultimately leads to customer loyalty. Alternatively, if the products 
currently available do not meet the specific needs of certain consumers, new products can 
be developed to better suit them. Thus, market and customer segmentation are facilitated 
by SC through the creation of innovative products to meet the changing needs of 
customers over time and location. 
The remainder of this chapter begins by explaining and discussing the concept of SC. 
This is followed by a review of various theories used in the context of SC, which are later 
used in the development of the framework for this study. Next, the literature relating to 
the customer satisfaction aspect of SC is reviewed. The customer satisfaction aspect is a 
central theme of this research. Next, the various dimensions of customer satisfaction in 
SC, including social influence, trust, WOM, information quality, long-term orientation, 
reputation, communication and transaction safety, are discussed. These dimensions are 
used for the construction of a theoretical framework for this research, as illustrated in 
Figure 3.1. The chapter concludes by providing a summary of the reviewed literature. 
2.2 The Social Commerce Concept 
The SC business context consists of a variety of features. First, social networks have a 
number of users, fans or followers, depending on the specific platform, who can broadcast 
information rapidly and are usually online (Zhong 2012). Such information acts as an 
advertising and marketing tool for businesses, often influencing other SC users. This 
social influence, in turn, enhances their trust in SC and aids in their purchase decisions. 
This cycle is exhibited in Figure 2.1. 
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Second, shoppers enjoy using the shopping platform, rating and commenting on products 
in online or offline mode across social networks and chatting with each other. These 
ratings and comments are fair and objective and are not under the sellers’ control. Of 
course, there are instances of companies trying to pay users for their reviews, but these 
are few and rare. Overall, the process is transparent. 
Third, all information shared on a social network regarding goods and services purchased 
is usually given voluntarily by the users, implying that these users are self-motivated in 
sharing their opinions and feedback. This means that other shoppers, companies and third 
parties have no control over the comments, opinions, reviews and ratings given by users, 
which are published on the internet for all to see. Thus, unbiased, honest information is 
available to prospective buyers of products and services. 
Finally, the information or content regarding products and services is usually user-
generated. Generally, it is the users who have made purchases or intend to make purchases 
who actually create and develop the content for other users to see—this includes 
information, comments, ratings, reviews, questions and answers. All this information is 
created very quickly and acts as WOM advertising without the seller needing to offer any 
input. The factor of honesty present in the feedback of customers is what acts as the true 
influencer of opinions, since it serves to enhance users’ trust in SC websites. This implies 
that the fundamental model of SC is describable, as is portrayed by the diagram in Figure 
2.1, which shows the relationship between social media, e-commerce and SC (Zhong 
2012, p. 166). 
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Figure 2.1: The business concept of social commerce (Zhong 2012, p. 166) 
SC possesses three distinct elements. The first element is online SC, which refers to an 
online store that is typical of an e-commerce business (Zhong 2012), such as Facebook 
stores or f-stores. These are Facebook pages that are e-commerce enabled; for example, 
the Facebook page of Starbucks Corporation offers a gift card that can be utilised to buy 
products directly. Additionally, Starbucks page has the option of utilising Facebook’s 
Credit Payments, which permits buyers to make in-game payments and purchase 
expressly from their newsfeed in a manner that is described as ‘frictionless’. The second 
element is offline SC, a term that describes an improved web store, which is simply a 
conventional e-commerce site integrated with social networking sites such as Facebook 
to allow users to have the social network experience while shopping. An example of this 
element is Amazon, which permits shoppers to log into its site using Facebook details, 
and utilises the Open Graph data that accompanies the login to provide instant 
personalisation, such as birthday notifications and recommendations. The third element, 
another form of improved e-commerce, is the traditional retail store that integrates with 
social networking sites to offer a particular social network experience; for instance, the 
superstore Wal-Mart has combined with Facebook to offer ‘My Local Wal-Mart’, a 
concept that permits shoppers to order and share products, both virtually and in real life. 
By its very nature, SC is intended to spread advice and assist organisations with achieving 
various aims. First, it aims to help entrepreneurial organisations to engage consumers 
with their brands according to their particular social behaviours and tendencies (Marsden 
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& Chaney 2013). Second, SC offers an incentive for consumers to make follow-up visits 
to websites; for example, a consumer who purchases a product from Amazon.com, a large 
online retailer, is persuaded through SC activities to return to the site to find more 
products, refer friends and ask questions on other products. In general, a positive 
consumer experience guarantees follow-up visits since it is tied to social media activities. 
Third, social media offers consumers a convenient platform to discuss brands via their 
websites. Significant examples of this are the Coca-Cola Company and Starbucks 
Corporation, which offer user forums and blogs to keep their consumers constantly 
engaged (Lawson & Schepp 2014). In other words, organisations utilise social media to 
individualise business, to interact with the people they serve and to foster what is 
perceived as a personal relationship as opposed to a seller–buyer relationship. This 
‘social’ aspect of the model, regardless of whether the business is a small boutique or a 
large multinational corporation, drives sales and repeat purchase behaviour. Fourth, SC 
offers all the pertinent information that consumers require to investigate, compare and 
eventually select a brand over a competitor. All this information generated by users and 
buyers acts as ‘senses’ for the buyer in the SC context, since the product itself cannot be 
viewed or touched in the real sense. It acts as a means to provide the buyer with all types 
of knowledge that may help them with their purchase decision. 
According to Shen (2012), online consumer behaviour can be divided into three 
categories: transactional, informational and social. Transactional behaviour focuses on 
the utilitarian aspect of shopping where the primary aim is to complete the shopping task 
at hand in the most efficient manner possible. Shen (2012) also states that traditionally, 
user convenience and effortless shopping are the most important aspects. Informational 
behaviour concentrates on the collection of information regarding products/trends by the 
consumer, with the aim of staying informed about products that are to be purchased either 
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immediately or in the future. According to Wang, C (2009), this behaviour can also be 
referred to as goal-directed consumer information processing behaviour. The third, social 
behaviour, focuses on the building of online relationships, which leads to new product 
discovery and the development of feelings, such as warmth and satisfaction, through the 
process of online shopping (Shen 2012). This not only ensures purchase behaviour but 
also creates the foundation for long-term relationships between the buyer and seller and 
repeat purchase behaviour. The three categories of online consumer behaviour orientation 
are summarised in Table 2.2. 
Table 2.2: Online consumer behaviour orientation and e-commerce technology 
support (Shen 2012, p. 199) 
Online Consumer Behaviour 
Orientation 
Description E-Commerce Technology 
Support 
Transactional Complete shopping tasks 
efficiently 
Search, product categorisation, 
shopping cart and online 
payment 
Informational Stay informed about products 
and trends 
Consumer review, product 
rating, personalised 
recommendations, opinion 
forum and e-WOM 
Social Discover products through 
social networks and develop 
feelings of warmth and 
satisfaction when shopping 
online 
Social commerce (such as 
sharing information about 
products, comparing finds with 
others, asking others’ opinions 
and collaboratively making 
shopping decisions) 
At present, the range of SC has widened to include various social media and content. For 
instance, the most popular social media are the technological instruments that permit 
users to share and deliberate on information. Most of the social media are internet- or 
cyber-based applications utilised for managing textual information (Cortizo, Carrero & 
Gómez 2011). Such media includes microblogging using applications such as Pownce or 
Twitter; blogs using WordPress or Blogger; social networks using LinkedIn, Myspace 
and Facebook; and wikis using Wikimedia and Wikipedia. Moreover, there are other 
social media applications that enable users to share even more aspects of media, such as 
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sharing videos on YouTube and Vimeo, photographs on Picasa and Flickr, music and 
audio tracks on Freesound, ccMixter or last.fm, and live casts on Ustream. 
SC has emerged as a significant platform in e-commerce, mainly because of the increased 
reputation of social networking sites such as Twitter, Facebook and LinkedIn (Liang, 
Ting-Peng et al. 2011). This has prompted entrepreneurs promoting various products and 
services, regardless of the organisation size, to adopt social media as a primary way of 
engaging consumers. The organisations try to encourage the users of social media to 
communicate product information to their friends, or trade goods and services via the 
same channels. From the consumers’ viewpoint, they have the capability to seek 
information or advice from their online acquaintances, which influences their purchasing 
decisions. This two-way impact of SC needs to be investigated from the perspectives of 
consumers’ trust and confidence. The factors that enhance consumers’ trust and 
confidence drive SC businesses to consumers’ purchase behaviour, leading to ultimate 
long-term orientation. 
It is clear that SC has evolved from e-commerce. Almost all definitions of SC point to 
this fact. Nevertheless, e-commerce and SC differ, particularly in terms of business goals, 
consumer connection and system interaction (Huang, Z & Benyoucef 2013). In the case 
of business goals, Huang, Z and Benyoucef (2013) note that e-commerce concentrates on 
maximising efficiency by utilising strategies for sophisticated searching, one-click 
buying, specification-based virtual catalogues and recommendations based on past 
shopping behaviour. By contrast, according to Wang, C and Zhang (2012), SC is focused 
on social goals, such as networking, collaborating and information sharing, and thus, 
shopping becomes a secondary goal. 
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Regarding consumer connection in e-commerce, consumers usually interact with e-
commerce platforms in an individual capacity and independently from other consumers. 
In SC, conversely, online communities facilitate interactions between consumers (Huang, 
Z & Benyoucef 2013). As regards system interaction, traditional/classical e-commerce 
generally provides one-way browsing where information from consumers is seldom sent 
back to businesses or other consumers. In SC, there are more social and interactive 
approaches that allow consumers to express themselves and share their information and 
views with other consumers, as well as with the business itself (Parise, Guinan & 
Weinberg 2008). Some studies observe that the most important characteristic that 
distinguishes e-commerce from SC is that SC actually utilises social networking sites 
(SNSs) to develop a sense of shared values, by reaching out to people within the 
comfortable settings of social media (Bansal & Chen 2011). The key difference between 
the two is that SC, unlike e-commerce, is about integrating social network elements with 
commercial activities (Hashim, KF, Yusof & Rashid 2012). 
2.3 Theories Used in Social Commerce 
This section reviews the literature on the theories used in SC and consumer satisfaction 
and the roles of trust and social influence. Previous research on SC draws from a number 
of different theories. These theories are summarised in Table 2.3. 
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Table 2.3: Summary of theories used in social commerce 
Author/Year Theory Used Major Constructs in the Study  Key Findings 
Alshibly (2015) Theory of Reasoned Action 
Consumers’ perceived value, online trust, 
online service quality, information value, 
social value and customer satisfaction 
This study empirically tests the conceptual model of 
consumers’ perceived value as well as its antecedents and 
consequences on social commerce. 
Chow and Shi 
(2014) 
Trust Transference Theory 
Consumer trust transfer and trust in 
company 
The authors investigate the phenomenon of trust development 
in social commerce websites.  
Clapperton (2012) Theory of Planned Behaviour  
Forums and communities, 
recommendations and referrals, perceived 
usefulness and ratings and reviews 
The author offers a step-by-step guide to help marketers 
establish their e-commerce websites within social media sites. 
The book also offers an insightful way of measuring the actual 
returns on investment in social commerce. The work includes 
critical examples. 
Cortizo, Carrero and 
Gómez (2011) 
Technology Acceptance Model 
(TAM) and TRA 
Privacy concern, behavioural intention 
and perceived ease of use 
The authors provide insight into the manner in which 
marketers can sift and find pertinent consumer information on 
social media. 
Dasgupta (2013) 
Dramaturgical Theory, Evolutionary 
Game Paradigm, Theory of Planned 
Behaviour, Theory of Bounded 
Rationality and Unified Theory of 
Acceptance 
Product selection, information 
availability, convenience, purchase 
intention and social media product-
browsing 
The author provides a comprehensive analysis of the use of 
social networks to drive the search for information by 
organisations and individuals alike. 
Eid (2011) Theory of Planned Behaviour 
Reputation, transaction safety, intention 
to buy, purchasing decisions and cultural 
awareness 
The author provides an empirical study of the factors that 
influence e-commerce consumer trust, satisfaction and loyalty 
in Saudi Arabia. 
Feinman and Lewis 
(2013) 
Freud’s Theory, Social Cognitive 
Theory, Cooley’s Theory and Social 
Development Theory  
Socialisation, infancy research, social 
behaviour and social structures 
The authors elucidate the factors and intricate forces that 
mould human behaviour. They draw from diverse 
perspectives, using studies on human behavioural ontogeny to 
arrive at comprehensive conclusions. 
Gligor and Wing 
(2011) 
 
Game Theory, Theory of Probability 
Political theory, trust, loyalty, perceived 
ease of use, convenience and privacy 
The authors investigate the factors that make human beings 
trust or become loyal to various computer technologies, 
particularly social media platforms. 
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Author/Year Theory Used Major Constructs in the Study  Key Findings 
Hajli, M (2012b) 
Theory of Planned Behaviour and 
TAM 
Forums and communities, 
recommendations and referrals, perceived 
usefulness, trust, intention to purchase 
and reviews 
The author offers insight into novel channels for organisations 
to interact with consumers. The research discusses the role 
played by social technologies and utilises the social support 
theory to suggest a research framework for adopting social 
commerce. It also justifies social commerce concepts through 
the social support theory. 
Heinemann and 
Gaiser (2014) 
Theory of Planned Behaviour 
Localisation, social networks, social 
commerce synergies and online shopping 
networks 
The authors study the new consumer purchasing behaviour 
(online shopping) and analyse the roles played by computing 
gadgets in enhancing this behaviour. The research also 
investigates the current trends in social media. 
Hair Jr et al. (2007) 
Gap Theory, Sampling Theory, 
Theory of Buyer Behaviour, Theory 
of Cognitive Dissonance 
Consumer satisfaction, consumer 
experience, loyalty, trust, brand 
relationship quality, convenience and 
information availability 
The authors investigate the phenomenon of consumer 
satisfaction and its perceived significance to modern 
organisations. The authors use many examples to offer a 
comprehensive conclusion for succinct points, as well as 
results from past studies. 
Karake-Shalhoub 
(2002) 
Agency Theory 
Information economics, service 
relationships, service encounters, agency 
relation, incentives, strategic 
development, business model and privacy 
statements 
The author utilises agency theory to form an empirical 
investigation of more than 100 e-commerce organisations to 
determine the issue of trust in electronic commerce and social 
commerce relational exchanges. The author also analyses the 
aspect of privacy statements and their role in enhancing trust 
in social commerce. 
Khosrowpour (2004) 
Business Action Theory, Flow 
Theory, Operant Conditioning 
Theory, TAM 
Buying behaviour, business interaction, 
perceived usefulness, using attitude and 
online retailing 
The author investigates cultural, social, cognitive and 
organisational effects of social commerce technologies on 
contemporary organisations. The author especially focuses on 
the effects of e-commerce on consumer behaviour and 
organisational behaviour. 
Kim, Dan J, Ferrin 
and Rao (2003) 
Theory of Reasoned Action, 
Motivation Theory 
Communication, word-of-mouth referrals, 
transaction safety, reputation, economic 
feasibility and information quality 
The authors study the key components in social commerce and 
analyse the effects of trust and loyalty on purchase intentions. 
Goodrich and de 
Mooij (2014) 
Social Presence Theory 
Nature of social aspect in online social 
commerce marketplace, social presence 
variables, trustworthy online exchanges 
The authors draw upon this theory and propose three social 
presence variables likely to have a positive impact on trust 
beliefs resulting in online purchase behaviour. 
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Author/Year Theory Used Major Constructs in the Study  Key Findings 
and positive role of social aspect in online 
purchase behaviour 
Hajli, N et al. (2017) Social Presence Theory 
Trust, Social commerce information 
seeking, Familiarity, social presence and 
purchase intentions 
The author study the impact of trust information seeking, 
familiarity on purchase intentions through the social presence 
theory. 
(Akman & Mishra 
2017) 
Theory of reasoned action, Social 
impact theory 
Perceived Ethics, Perceived Trust, 
Perceived Enjoyment/Easiness, Perceived 
Social Pressure, Perceived Satisfaction, 
Behavioural intention, Perceived 
Awareness and Actual Usage 
The purpose of this paper is to predict the factors 
influencing consumer intention towards the adoption of s-
commerce. 
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Many theories provide insights into consumer satisfaction in SC (Eid 2011; Hair Jr et al. 
2007). For instance, the theory of planned behaviour (Ajzen 1991) provides an empirical 
study of the factors that influence e-commerce consumer trust and satisfaction. The 
theories studied by Hair Jr et al. (2007), such as the Theory of Buyer Behaviour and the 
Theory of Cognitive Dissonance, provide the perceived significance of consumer 
satisfaction to modern organisations. 
The choice of the theories incorporated into the present research is driven by two factors: 
(1) past applications in similar contexts, and (2) fitness for purpose. Therefore, while most 
of the current studies have focused on quite a few of the theories, two theories were found 
to be helpful in investigating consumer satisfaction in SC using new perspectives. It is 
expected that the theoretical framework built on these two theories would better identify 
the factors that affect consumer satisfaction in SC. 
The trust theory has been employed in SC to understand purchase intentions (Ng 2013). 
It has also been used to study satisfaction in e-commerce (Kim, Dan J., Ferrin & Rao 
2009). Therefore, this is one of the theories adopted for this study since there were some 
past applications in similar contexts. However, there is limited research on the application 
of trust theory to study consumer satisfaction in SC. 
The social influence theory studies individual social interaction from a behavioural and 
technological perspective (Kelman 1974). This theory merges with the social information 
processing theory and researches the adoption and diffusion of communication 
technologies. Kim, Yoojung, Sohn and Choi (2011) argue that the social influence theory 
influences individual social networking and helps them recognise new information 
technology. Taylor and Todd (1995) state that this theory plays an essential part in gaining 
an understanding of using information technology. Social relationships are a key element 
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that differentiates SC from other forms of online commercial activities. Traditionally, the 
study of the social element has focused on social influence  (Venkatesh & Morris 2000), 
that is, how other people’s attitudes or opinions may affect an individual’s decision-
making. Consumers need to be informed about the sources of information they are going 
to use before they buy from social network sites to gain satisfaction. Consumers gain 
social support from different factors, such as recommendations, referrals, ratings and 
reviews; therefore, the social influence theory may help this research understand the 
factors that affect consumer satisfaction, as well as contribute to evaluating the overall 
experience. 
Consumer satisfaction describes the emotional state induced by the general assessment of 
interactive experiences with a particular company (Toellner 2014). If consumers are 
satisfied by their interactive experiences with an SC business, it would mean positive 
purchase behaviour and possibly even repeat purchase behaviour in the long term (Filieri, 
McLeay & Tsui 2017). For its part, trust describes the belief that the company is 
benevolent and honest or credible. Ba and Pavlou (2002) define benevolence as repeated 
seller–buyer relationships, and credibility as the belief that the other party in a transaction 
is reliable and honest. Credibility is a factor that is impersonal and relies on reputation 
information. If the consumer trusts the SC company, a positive purchase decision is likely. 
If the company is successful in maintaining this trust, it could mean a long-term 
relationship with the consumer and repeat purchase behaviour, all leading to greater 
revenues for the SC company. These three elements—trust, benevolence and 
credibility—are imperative when considering a consumer’s general perspective and 
attitude towards an e-company or social networking provider, since these three factors 
drive the consumer’s motivations during purchase decision-making. They also form the 
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critical cornerstones of this entire analysis. Consumer satisfaction and related factors of 
trust and social influence are discussed in detail in the next two sections. 
2.4 Consumer Satisfaction 
Consumer satisfaction is defined as post-evaluation of purchase decisions (Churchill & 
Surprenant 1982). Kotler (2000) defines consumer satisfaction as consumers’ feelings of 
either pleasure or disappointment resulting from a comparison between the perceived 
performance of a particular product or service, and their expectations. Consumers usually 
seek a relationship between their needs and wants, and their perceived evaluation (Parker 
& Mathews 2001). Therefore, if the perceived performance is worse than expected, the 
consumer will be disappointed. If the perceived performance is better than expected, the 
consumer will be satisfied. If the performance perceived by consumers is equal to their 
expectation, they will be indifferent or in a neutral state (Lin 2003). 
A consumer’s buying decisions are measured by cultural, social, personal and 
psychological factors (Lin 2003). However, three significant factors affect consumer 
satisfaction: consumer need, consumer value and consumer cost (Lee, J-C, Shiue & Chen 
2016). Consumer need is the consumer’s desire to buy a product or service to satisfy a 
need (Parker & Mathews 2001). Researchers have found that consumers are driven by a 
desire to fulfil their needs and are influenced by specific expectations (Parker & Mathews 
2001). Consumer value refers to an individual’s judgement regarding what is necessary 
for his or her life (Kenny 1994). It reveals an individual reflection of what is essential or 
valuable in life (Lin 2003). Consumer cost represents what consumers will pay for either 
a service or product that matches their desire and value (Best 1997). They are typically 
concerned with receiving something worth the amount they paid, and that is reflected in 
satisfaction (Lin 2003). 
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Consumer satisfaction is extremely critical in e-commerce where human-to-human 
interaction has been substituted by human-to-machine interaction (Mai, Takahashi & 
Tuan 2014). Such satisfaction is the factor that drives revenues because it dictates the 
formation of long-term relationships between consumers and businesses that lead to 
repeat purchase behaviour. Moreover, because of robust competition in online shopping 
and the easily established transformations in competitors’ stores, dissatisfied consumers 
may yield to the overtures of these particular competitors (Vasant 2013). This means that 
a dissatisfied consumer can very easily switch to a competing SC company to satisfy 
needs. This calls for a critical analysis of ways to satisfy consumers and establish loyalty, 
which will ensure long-term relationships with the consumers. 
It is essential to correctly understand the phrase ‘consumer satisfaction’, since 
entrepreneurs often hold the mistaken view that consumers are satisfied simply because 
they purchase their products or services; however, mere purchase does not necessarily 
imply satisfaction. Hair Jr et al. (2007) state that consumer satisfaction is a phrase 
regularly used in marketing to describe how the products and services offered by an 
organisation meet or exceed consumers’ expectations but, for actual consumer 
satisfaction to occur, it is essential that the consumers themselves feel that their 
expectations are either met or exceeded. This means the organisation has to monitor 
consumers’ expectations of their products and services as well as consider other factors, 
including consumers’ use of the interactive social features of the organisation’s website, 
consumer convenience, flexible delivery schedules and personalised relationships. 
Consumer satisfaction is essential to maintaining a successful business, making it vital 
for businesses to effectively manage and monitor their efforts in this area. At this juncture, 
it is prudent to establish the connection between consumer satisfaction and SC. As 
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outlined by Alshibly (2015), online service quality and online trust are significant factors 
that have a direct influence on consumers’ social value and information (Hajli, M 2012a). 
Pursuant to this, it is critical to investigate the factors determining consumer satisfaction 
after purchasing a product or service through social media. As outlined by Liang, Ting-
Peng et al. (2011), the increased popularity of social media has established a novel 
delivery platform in e-commerce (and SC) that utilises diverse forms of social activities 
to exploit online social capital. Consequently, an increasing number of consumers find 
themselves sharing information while seeking and offering advice regarding purchasing 
decisions. This, described as social sharing, differs from conventional consumer reviews 
because it concentrates on sharing information with individuals with whom one is 
acquainted on social networking platforms, while the conventional consumer reviews are 
shared with virtually unknown online shoppers. For example, in a social commercial 
study conducted by Marsden (2010), it was established that 83% of online buyers were 
prepared to share shopping information with close friends, while 67% of those same 
online buyers were more likely to buy based on the suggestions and recommendations 
they obtained from their online community. Given that e-shopping information obtained 
from friends is perceived as more valuable, it has the effect of influencing online buying 
and plays a vital role in SC. Trust is also critical in SC. When purchasers obtain product 
and service information from their ‘inner circle’ (friends) through social media, they are 
more likely to purchase the commodities and derive satisfaction, owing to the trust they 
place in this inner circle. 
Huang, Q et al. (2017); Vasant (2013) reveals that e-commerce applications are evaluated 
from various perspectives, including cost, accessibility, billing and payments, consumer 
support, delivery, pricing, satisfaction with claims and ease of refunds. The management 
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of e-commerce organisations determines the level of trust accorded by consumers. 
Currently, several e-commerce companies, such as Amazon.com, Google and eBay, are 
successful because they use internet platforms that are perceived as secure, honest and 
convenient., Examining eBay more closely as an example, it is known to handle millions 
of consumer dollars on a daily basis and has accumulated massive technical expertise 
regarding e-commerce, privacy policy and applications, system stability, system security, 
trusted services, system ease of use, system speed, general ease of payment for goods and 
services and subsequent delivery. In terms of accessibility, a consumer has easy access to 
assistance in the event of queries, complaints or suggestions and receives prompt replies. 
Company privacy applications, including consumer privacy, are also critical issues that 
consumers assess. Given that the transactions are undertaken on an online platform based 
on advice or information received from social media and other internet applications, 
consumers are always wary of losing their money. Once they find a trustworthy e-
commerce company, they are likely to be more satisfied and make repeat purchases. 
Therefore, the two most important factors that are critical to consumer satisfaction and 
have been identified by the literature review are social influence and trust. These are 
discussed in detail below. 
2.5 Factors Affecting Consumer Satisfaction 
This section describes the factors affecting consumer satisfaction in the context of SC. 
2.5.1 Social influence 
The term ‘social influence’ refers to the changes that occur in an individual’s attitudes, 
thoughts, actions, feelings and behaviours, resulting from interactions with a group or 
another individual (Ajzen 1991; Friedkin 2006). 
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It is evident that consumers no longer rely solely on advertisements or professional advice 
when making purchase decisions; instead, they base their decisions primarily on online 
consumer opinions, which are available in the form of reviews. Future consumers search 
for reviews across various platforms, and various review platforms display reviews 
differently depending on their function characteristics (Holleschovsky 2015). 
Holleschovsky (2015) finds that consumers’ reliance on these reviews was dependent on 
the trustworthiness and usability of the platform on which they appeared. Credibility is 
determined by the reliability of the reviews, whereas usability is determined by the 
platform and review choice (Holleschovsky 2015). 
A characteristic of social influence is internalisation, which occurs when someone accepts 
another’s belief and behaviour (Hsu, C-L & Lin 2008; Hsu, C-L & Lu 2004). This is 
relevant to social networking and SC, since consumers participate online together to share 
reviews and recommendations (Bagozzi & Yi 2012). 
There is a strong interface between online interaction and social influence in creating 
relationships between consumers regarding reviews and shared experiences (Wu, H-L & 
Wang 2011). According to Huang, Z and Benyoucef (2013), social influence has a 
significant impact on the purchase decisions of consumers and it also shapes the 
interaction among them. 
There are two types of social influences when a new product is adopted: normative and 
informational (Bearden, William O et al. 1986). Normative social influence creates 
pressure on people to accept a new product or be considered ‘old-fashioned’, regardless 
of their personal preferences (Kim, DJ & Srivastava, J 2007). Informational SC is a 
learning process that people can engage with before they intend to purchase, particularly 
when they know the experiences, recommendations and reviews of others (Kim, DJ & 
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Srivastava, J 2007). Although the behaviours of SC users are more affected by group 
information, they are less affected by group norms in the combined environment of social 
media and e-commerce (Kim, S & Park 2013). It is clear that since social media acts as a 
‘many-to-many’ information channel that spreads information, users of social media and 
the related e-commerce websites might be easily influenced by that information. It is clear 
that the abundance of social relationships of these users and their commitment to social 
media tend to greatly influence their behaviours. Hence, it becomes imperative that future 
research on users’ behaviour in SC pays greater attention to informational aspects that 
may aid users in making the right decisions (Kwahk & Ge 2012). 
Numerous studies focus on social influence in e-commerce (Kim, DJ & Srivastava, J 
2007), but few are focused on satisfaction in SC. Therefore, for the purpose of this study, 
it is important to determine how social influence affects consumer satisfaction in SC. 
Purchasing decisions are usually strongly influenced by individuals whom the consumers 
recognise and trust (Kim, DJ & Srivastava, J 2007). Moreover, most online shoppers tend 
to bide their time and wait for the views of early adopters prior to making purchasing 
decisions, to reduce the risks associated with purchasing new products and services. Web-
based social communities, dynamically fostered by e-commerce organisations, permit 
consumers to share personal experiences through chatting among trusted members, 
penning reviews and reading the reviews of others. They typically drive the volume of 
traffic to online retailing sites and offer a starting point for web shoppers. Organisations 
operating via e-commerce have recently begun capturing data about the social interaction 
between their websites and consumers, with the objectives of understanding the role of 
social influence in purchase decision-making by consumers and leveraging this 
information to increase sales. Social networks describe a set of interactions and 
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relationships within a collection of individuals, which usually plays an elementary role as 
a medium for spreading ideas, information and influence among the members (Feinman 
& Lewis 2013). This aids consumers’ final purchasing decisions through sharing reviews 
and opinions prior to making purchase decisions. 
E-commerce systems that link organisations to their consumers can enhance these 
consumers’ decision-making through the introduction of web-based decision support 
systems, such as recommender systems (Dasgupta 2013). Such recommender systems 
offer consumers personalised recommendations and suggestions based on their past 
ratings, past rating interests, previous purchase decisions and profiles. The collaborative 
filtering-inclined recommender systems are common on many e-commerce websites, 
such as those for restaurants, music and movies, and they have demonstrated good 
performance in forecasting a list of products and services that consumers desire. A typical 
collaborative filtering algorithm focuses on a consumer’s neighbourhood and, based on 
consumers’ preferences for shared products and services, considers whether neighbours 
possess similar tastes while formulating new recommendations. 
Practically speaking, an individual’s decision to purchase products is usually strongly 
influenced by their friends, business partners and acquaintances, rather than strangers 
(Heinemann & Gaiser 2014). Nonetheless, online communities permit web users to 
articulate their personal preferences, share their suggestions and recommendations, read 
reviews from others and pick out trusted members. According to research, social network 
sites such as Facebook and Myspace are increasingly directing significant traffic to retail 
sites (Kim, DJ & Srivastava, J 2007). According to Kim, DJ and Srivastava, J (2007), the 
volume of retail traffic emanating from social network sites in 2006 stood at 6%, implying 
that they have become a significant component for web users interested in e-commerce. 
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This particular increase in retail traffic from social sites to online vendors demonstrates 
that highly influential consumers can directly affect other consumers’ decision-making. 
For this reason, e-commerce companies have instituted efforts to take advantage of the 
social influence between consumers to support consumer relationship management and 
enhance sales. 
Despite some emerging studies beginning to incorporate social influence into SC, the 
relevant research has been restricted to data sources that only consider e-commerce-
derived social interaction, which represents only a subset of available information (Ozok 
& Zaphiris 2009). The decision-making process in SC, as displayed in Figure 2.2, 
significantly depends on social influence, and the greater the degree of this particular 
influence, the greater the likelihood of a positive reaction (purchase of product or service). 
Therefore, social influence represents a significant aspect of the SC process, since it aids 
consumer decision-making. 
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Figure 2.2: The purchase decision-making process (Feinman & Lewis 2013, p. 210) 
SC constructs, such as forums, communities, ratings, reviews, recommendations and 
referrals, produce ‘social WOM’. Social WOM is the latest evolution of electronic WOM 
and uses social media to offer more opportunities to consumers to interact and 
communicate online (Hajli, M, Hajli & Khani 2013). 
It has been proved that social relationship is the basis of differentiating SC from other 
types of online commercial activities (Liang, Ting-Peng et al. 2011). Conventionally, the 
study of the social element focuses on social influence, such as how others’ opinions and 
attitudes can affect an individual’s decision-making across a diverse array of choices. 
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Social norms represent a familiar construct that gauges social influence and is a 
significant element in hypotheses such as the planned behaviour and the reasoned action. 
Another critical, though minimally researched, social element pertinent in e-commerce is 
the social influence that demonstrates the degree to which the peers of an individual are 
concerned with the particular individual’s welfare. The literature in social psychology 
indicates that social influence has various effects, such as reducing stress and improving 
relationship quality. It is evident, then, that social influence has an essential role to play 
in building relationships and must be considered when studying commercial behaviour 
online. In other words, social influence is a critical factor that enhances the purchasing 
behaviours of individuals and compels them to have a positive experience with the 
product, service or organisation (Yoon, B 2016). The Coca-Cola Company and Starbucks 
Corporation are significant examples since they have numerous platforms, such as Twitter 
and Facebook, on which followers and fans can exchange ideas and share information 
and advice with each other (Marsden & Chaney 2013). Studies reveal that susceptibility 
to social influence, along with trust in internet structure, are significantly related to 
consumer willingness to purchase online (Chin, AJ, Wafa & Ooi 2009). Hence, social 
influence is an important factor in the SC realm, which aids in the building of trust and 
leads to purchase decision-making by the consumer. To summarise, social influence, 
particularly by well-known or familiar peers, cultivates a sense of trust for products, 
services or organisations, thereby positively affecting influenced individuals to purchase 
those particular products or services. 
2.5.2 Trust 
According to Esmaeili et al. (2015), trust is considered an essential factor in all financial 
and social circumstances, but it is especially important in the context of commerce owing 
to its effect on consumer behaviour and its role in cementing their purchase decisions. In 
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the context of e-commerce, the factor of trust assumes vital significance because the risk 
involved in e-commerce transactions is higher compared with that in normal situations, 
with the consumer facing an uncertain environment (Esmaeili et al. 2015). By its inherent 
nature, e-commerce prevents sellers and buyers from having direct, face-to-face 
interactions and transactions. In other words, consumers do not have the opportunity to 
directly speak with the seller, nor view and touch the actual products before making 
purchase decisions. Face-to-face interactions provide sellers and buyers an opportunity to 
learn about each other and make evaluations before proceeding with sale transactions. 
Online transactions do not give such opportunities, which creates financial risk and 
uncertainty. This is exacerbated in situations where there is no previous history of 
transactions between the two parties. According to the social exchange theory, people 
participate in financial transactions based on trust. Commerce requires trust and, 
similarly, trust is a vital ingredient to reduce uncertainty and risk in online business 
transactions (Esmaeili et al. 2015). However, it is not essential that consumers who trust 
e-commerce place trust in SC as well. According to Bansal and Chen (2011), consumers 
are more likely to trust e-commerce sites than SC sites. In fact, SC users are more likely 
to trust an SC site whose reputation, size, information quality and communication features 
are able to satisfy them (Kim, S & Noh 2012). 
Kim, S and Noh (2012) observe that the building of trust is more important for SC 
businesses than for other online firms because SC is dependent upon SNSs where users 
create content and share it with other users. Hence, if an SC business develops strategies 
to build the trust of its consumers, it may have more opportunities to grow as a stable and 
sustainable online firm. Jarvenpaa, S, Tractinsky and Vitale (2000) claim that e-
commerce firms are not likely to fully realise their economic potential if their consumers 
do not trust them. According to Kim, K., Shin and Kim (2011), this means that numerous 
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issues pertaining to online consumers’ lack of trust play a vital role in e-commerce and 
especially so in SC. 
Previous studies have tested the effects of trust in online business (Doney & Cannon 
1997; Gefen 2000; Jones & Leonard 2008). According to Lee, JY (2015), the trust 
dynamics related to SC usually comprise a complex interplay of different factors 
conducive to trust formation. These include: (1) information disclosure via public and 
private communications; (2) pre-play or post-play barriers to entry; and (3) community 
policing as a substitute for centralised monitoring. Through these mechanisms and their 
interactions that mimic closely knit environments, conditions conducive to trust 
formation are created (Lee, JY 2015). Many companies have trouble gaining consumer 
trust (Kim, S & Park 2013). Some studies show that trust affects consumer online 
purchase decisions, and other studies show that trust plays the main role in consumer 
purchase intentions (Gefen 2000; Jin, Yong Park & Kim 2008). As per Chow and Shi 
(2014), trust holds special importance in the SC environment because it acts as a 
foundation for consumers to seek product information from companies as well as from 
other consumers. This means that consumers are in a position to procure any product-
related information that they may desire, both from particular companies as well as from 
other consumers using those particular SC websites. Hence, in such cases, trust assumes 
importance for consumers since it helps them compare and judge the quality of 
information available from various sources, and also forms a basis for them to share 
information with others. Therefore, it is important to study the nature of trust in the 
context of SC because it can help explain consumers’ information-sharing behaviours, 
which may lead to improved online marketing effectiveness (Chow & Shi 2014). 
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Trust is one of the most significant influences on, and predictors of, consumer 
satisfaction; however, few efforts have been made to determine the extent of the mediator 
role it plays regarding online consumer satisfaction, which is critical to post-consumption 
intention (Mai, Takahashi & Tuan 2014). Trust is described by various scholars in diverse 
ways. As an example, Mai, Takahashi and Tuan (2014), summarise past 
conceptualisations of trust into four key classes: (1) a set of definite beliefs depending on 
the benevolence, ability and integrity of an exchange partner with the intention of 
achieving a desired but uncertain goal in a risky context; 2) a general belief that 
individuals are trustworthy, often gauged by trusting intentions or the willingness to be 
susceptible; 3) feelings of security and confidence in the caring response; and 4) a 
combination of different elements. In this context, it is possible to combine two of these 
descriptions into a single conceptualisation when describing trust. 
In e-commerce and any other form of online shopping, trust is essential. This is often 
described in terms of the context or objectives (Mai, Takahashi & Tuan 2014). In e-
commerce, for example, trust refers to a belief in the benevolence, integrity and 
competence of the other party and the expectation that they will function as expected. It 
also manifests itself as the general belief in an e-company that ultimately leads to 
behavioural intentions or a consumer’s willingness to become susceptible to the risks of 
online shopping. As is well known, trust is the key to any business relationship because 
the transactions involved are usually characterised by elements of vulnerability and risk, 
and even more so in the online shopping environment. Similarly, trust is a significant 
component of e-commerce since the absence of assured guarantees, as well as the indirect 
aspect of transactions, could contribute to privacy violations, unfair pricing or 
unauthorised tracking. In fact, some recommendations outline that online consumers 
should try to avoid distrusted e-companies. In light of the reality that trust is at the 
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epicentre of many e-transactions, it is necessary to investigate its role as the mediator 
between online shopping and post-consumption intention, including consumer 
satisfaction. Chen, L and Wang (2016) find that the trust that the consumers have in e-
commerce has a significantly positive effect on the trust they have in SC, which in turn 
positively affects their intention to use; of course, any perceived risk in connection to e-
commerce and SC negatively affects the consumer’s intention to use. Hence, consumers’ 
trust in e-commerce is directly proportional to their trust in SC—one affects the other and 
leads to intention to use or not use. 
With the recent surfacing of SC, the future of e-commerce is being transformed (Hajli, M 
2012a). Web 2.0 has affected e-commerce, contributing to the appearance of a novel 
concept described as SC. Simultaneously, trust has for a long time been perceived as a 
challenge for both the selling and purchasing parties in e-commerce transactions. 
According to Liang, T.-P. et al. (2012), trust describes the psychological status of relying 
on another individual or organisation to obtain a planned objective or goal. When 
individuals trust each other, they possess confidence that their transaction associates are 
going to keep their promises. However, it is evident that both parties involved in a 
transaction have to assume some risk (Turban et al. 2015). In an electronic marketplace, 
sellers and consumers do not have the option of meeting physically and often do not have 
an idea of where to locate each other in the real world. The consumer views an image of 
the product, as opposed to seeing the product itself. It is easy to make promises of delivery 
and product quality, but keeping the promises is a different aspect altogether. There are 
also risks pertaining to the quality of the product the consumer eventually receives, as 
well as the risk of fraud during online financial transactions. Hence, the risks involved in 
e-commerce are compounded, especially for the consumer. 
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When consumers engage in online transactions, they are rightly alarmed regarding the 
various forms of risk that they face (Khosrowpour 2004). However, given that risk is 
difficult to describe as an objective reality, the literature has predominantly addressed 
perceived risk, which is captured as consumers’ subjective beliefs of suffering losses as 
they pursue their desired outcomes. Shopping can be a source of fundamental enjoyment, 
and this enjoyment of the shopping experience represents a critical determinant of 
consumer behaviour. On websites, consumer enjoyment is significantly and positively 
associated with intentions and attitude towards shopping online. 
To deal with issues of trust, it is critical that companies’ vendors establish high levels of 
trust with their current and potential buyers (Becker, A 2007). Trust is especially 
significant in global SC transactions considering the difficulty of pursuing legal action in 
circumstances of fraud or dispute, and the potential for disagreements caused by diversity 
in business and cultural environments. In SC, trust typically pertains to trusting 
recommendations from friends, family and other consumers (Alshibly 2015). 
Additionally, similar to electronic commerce, there is the aspect of trusting the vendors’ 
computerised trading systems. 
In e-commerce, trust is usually referred to as online trust. Various models have been 
suggested to expound on the factors that make trust a key issue in SC. For example, on 
examining the different aspects of e-commerce trust, Turban et al. (2015) introduce a 
comprehensive and detailed online trust model. Pursuant to this, social trust is an umbrella 
phrase that has different meanings to different people and is inclusive of several models. 
Among the definitions is the utmost belief in the fairness, reliability, integrity and honesty 
of others; this is otherwise known as ‘faith in people’. Similarly, it can be defined as a 
collection of activities that comprises the basis for social interaction. Towards this end, 
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investigators have examined the issue from diverse perspectives; for example, the 
necessity for social trust and its significance have been researched by Gligor and Wing 
(2011). 
Trust plays a critical role in consumer retention, making it an important component of 
integrated models related to enhancing consumer satisfaction and explaining consumers’ 
behaviour intention. The perceived usefulness, perceived enjoyment and perceived ease 
of application are viewed and confirmed as the three key predictors of consumer 
acceptance of information systems. An essential element in offline shopping is 
enjoyment, a factor that has become increasingly critical for online shopping as well. 
Various scholars have investigated the effects of trust, perceived ease of use and 
perceived usefulness on the usage objective of SNSs in a hedonic environment. 
In SC, satisfaction refers to pleasurable fulfilment, a positive affective state. It is a 
significant concept in social exchange theory and is properly established as a consequence 
of successful interactions in business-to-business and B2C consumer marketing (Wagner 
& Rydstrom 2001). To enhance consumer satisfaction, companies invest in resources. In 
the event that consumers perceive the resources offered by an online vendor meet their 
needs, there is the outcome of satisfaction. Additionally, if consumers perceive that the 
required resources are delivered on a predictable basis, they develop trust in the company. 
Therefore, trust describes the individual’s belief that the exchange partner will deliver the 
desired resources predictably. Consumers who recognise that an online vendor is 
investing in resources to meet their needs view the relationship as significant and are more 
likely to continue with it. Commitment possesses both cognitive and affective 
components, implying that both trust and satisfaction influence it. Surveys of online 
consumers have demonstrated that resources they value in the relationships with online 
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vendors include trustworthiness, privacy, user friendliness and information on the website 
(Liang, Ting-Peng et al. 2011). 
User friendliness, the ease or the enjoyment of the consumer shopping experience with 
an online vendor, is also critical (Warkentin 2001). In studies of internet shoppers, 
consumers identify aspects of user friendliness and include the ease of transaction 
completion and site navigation as critical components of the online shopping experience. 
User friendliness means that the shopping experience pleases consumers, thereby 
enhancing satisfaction with the online vendor. It also means that a more effective and 
efficient shopping experience is provided by the online vendor, which fosters trust and 
increases commitment. Common trust has always been a critical element in guiding 
consumer purchasing behaviour and has been demonstrated to be of great significance in 
uncertain contexts, such as internet-based e-commerce environments (Liang, Ting-Peng 
et al. 2011). Several studies have proposed trust as a significant element of B2C e-
commerce; for instance, Khosrowpour (2004) argues that fostering consumer trust in web 
vendors is critical for the growth of SC. 
Trust involves factors that might influence and affect a consumer in SC, such as a 
company’s reputation and transaction safety (Kim, S & Park 2013). A company’s good 
reputation creates a strong relationship between consumers and SC companies by giving 
the consumers a high level of care and service quality (Jarvenpaa, SL, Tractinsky & 
Saarinen 1999; Landon & Smith 1997; Park, JungKun, Gunn & Han 2012; Teo & Liu 
2007). In the current e-commerce environment, online consumers are aware that 
purchasing goods/services online basically entails a higher level of risk than traditional 
commercial transactions, mainly owing to the highly technical nature of the online 
environment. Further, transaction safety plays a primary role in trust by providing 
 45 
consumers a high level of security during their operations in both e-commerce and SC, 
since there are no face-to-face interactions in online environments (Cheung & Lee 2006; 
Jin, Yong Park & Kim 2008). This is the reason SC users are more likely to depend on 
SC firms with a good reputation to avoid risks such as fraud and nonreceipt of goods or 
services. Hence, the reputation of SC firms is an important element affecting the trust of 
SC users (Kim, S & Noh 2012; Park, Jongchul, Lee & Kim 2014). 
Studies also highlight the importance of information quality in the development of trust 
in the SC context. According to Kim, S and Noh (2012), the information quality of an SC 
firm has considerable influence on consumers’ trust in the firm. In fact, it can be said that 
SC firms are more likely to gain their consumers’ trust if they are able to provide them 
with correct, useful, reliable and sufficient information regarding the products and 
services they offer. Various communication features offered by SC sites, such as 
feedback, live chatting and online assistance, can be used to bolster the consumer’s trust 
in the firm (Kim, S & Noh 2012). 
Studies show that SC users are ‘more likely to have had positive experiences with other 
types of online commerce and hence, these “antecedents” are critical determinants of the 
formation of trust in social commerce settings (Kim, S & Noh 2012). This trust formation 
leads to purchase decision-making in consumers. According to Chang and Chen (2008); 
Hajli, N et al. (2017), this means that a low level of either trust or distrust discourages 
consumers from using an unfamiliar e-commerce site until they have gained the necessary 
knowledge to determine that the site is trustworthy. 
Other studies show that factors such as social presence have a positive impact on trust 
beliefs, which in turn lead to online purchase behaviour (Goodrich & de Mooij 2014). 
According to Goodrich and de Mooij (2014), social presence is defined as the ‘extent to 
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which any medium allows the users to experience others as being psychologically 
present’. As per Rice and Case (1983), the social presence theory, which is included in 
Table 2.3, defines social presence as being an ‘inherent property’ of any medium that is 
in a position to convey to its users feelings such as human contact, sociability and 
sensitivity. 
A strong relationship exists between trust and satisfaction (Bauer, Grether & Leach 2002). 
It is the company’s responsibility to satisfy its consumers’ needs and wants (Kennedy, 
Ferrell & LeClair 2001). Satisfaction is a favourable attitude shown by a consumer on 
experiencing desired expectations (Anderson, EW & Sullivan 1993). Anderson, EW and 
Sullivan (1993) also state that satisfaction depends on the consumer’s initial expectation 
and the results obtained. Therefore, satisfaction is measured by what consumers want and 
whether they obtain tangible aspects, such as web system security and quick delivery, and 
intangible aspects, such as feelings of joy and the happiness or anger resulting from the 
purchase of a product or a service (Flavián, Guinalíu & Gurrea 2006). The consumer will 
be satisfied on perceiving high levels of trust, honesty and competence regarding the 
website (Flavián, Guinalíu & Gurrea 2006). 
Consumer satisfaction, which in many instances is affected by trust, is essential to the 
post-consumption intention that is often perceived as the significant success factor of 
sales overall and e-commerce websites in particular. Given that the internet’s appearance 
paved the way for rapid growth of e-commerce, searching for consumers and partners is 
not restricted by geographical borders, implying that the selection of products and 
services has risen because of access to more global suppliers (Mai, Takahashi & Tuan 
2014). 
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One notable approach that e-companies are prone to take is ensuring procedural fairness 
and distributive fairness. Procedural and distributive fairness usually trigger the emotions 
of perception of equity in outputs (the products or services received), moving from the 
inputs (the money and time invested), as well as of outcomes determining procedures 
(Aryee, Budhwar & Chen 2002). From here, trust and consumer satisfaction can be 
fostered and maintained. According to Eid (2011), other aspects of trust include perceived 
security, perceived usefulness and interface quality. In offline commerce, face-to-face 
interaction can directly satisfy consumers through support services. In e-commerce, sales 
personnel usually interact through website interfaces. However, such e-companies face 
challenges, including the alleviation of the uncertainty of distorted or incomplete 
information, as well as ensuring the security of sensitive transactions and contents. In 
particular, in emerging markets there is a low degree of consumer trust in virtual 
transactions; consumers prefer physical transactions. For this reason, it is necessary for 
web designers to create attractive interfaces, update websites with the most recent 
information and secure their systems, thereby enhancing the critical perception of 
usefulness among consumers. However, only a few studies have explored this significant 
area. 
Trust is also associated with long-term orientation. According to Dwyer, FR, Schurr and 
Oh (1987) and Ganesan (1994), it is through trust that the parties in any relationship 
develop confidence. According to Wang, CL, Siu and Barnes (2008), the concept of long-
term orientation is founded on the assumption that the relationship between parties is 
stable and will last long enough for these parties to realise the long-term benefits of their 
association. Long-term orientation in any buyer–seller relationship is a function of two 
main factors—mutual dependence and the extent to which they trust one another. 
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Dependence and trust are related to environmental uncertainty, transaction-specific 
investments, reputation, and satisfaction in any buyer–seller relationship (Ganesan 1994). 
2.5.3 Word-of-mouth 
According to Kim, Kyu and Prabhakar (2000), WOM is the exchanging of experiences 
and information between consumers to help each other in making purchase decisions. 
Hence, if consumers are happy with their experience, they are likely to pass on positive 
WOM for the company. Likewise, firms place a high level of importance on consumer 
feedback since negative comments by these consumers may generate negative WOM 
(Ahmad & Laroche 2017; Mikalef, Giannakos & Pateli 2013). 
Studies have shown that attributes of social media, such as social presence and 
interactivity, affect the level of consumer satisfaction related to SC (Chen, L & Wang 
2016). There is credible justification for deeming that trust represents a major challenge 
for organisations that desire to utilise SC to attain their objectives. To attain their goals, 
organisations using SC need to focus on the expectations as well as the trust of their 
consumers, which is a guarantee for future purchase behaviour. Studies show that social 
WOM, available through social media, increases the level of trust in new products among 
users of social media. This online sharing of knowledge and experience of a new product 
between individual users provides new consumers with the value of trust (Hajli, M, Hajli 
& Khani 2013). 
As per Füller and Matzler (2007), the internet has been developed to provide low-cost 
mass communication and interactive facilities that provide consumers with multiple 
opportunities to experience new products or to share their experiences and knowledge 
with other consumers. This process can be fundamental to building trust in SC businesses 
through social WOM (Hajli, M, Hajli & Khani 2013; Srinivasan, Anderson & Ponnavolu 
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2002). This entire process has been described by Pongsakornrungsilp and Schroeder 
(2011) as consumers and businesses ‘co-creating value for the whole business process’. 
This is basically WOM communication for the SC enterprise. 
As per Zhao and Lavin (2012), trust is facilitated by knowledge transfer, and this can be 
used for new product development. Hajli, M (2013) asserted that in the case of new 
products, when there is either no market or limited knowledge about the product within 
the market, users of SC prefer to search for more information than what is provided by 
the company website—usually through social media or other technological developments 
or through offline environment sources, such as friends or family. In fact, as claimed by 
Hajli, M (2013), the interconnectivity of consumers on the internet can be considered a 
valuable source of innovation for businesses, especially for SC enterprises engaged in 
new product development. 
Social trust, therefore, has become a fundamental issue that cannot be ignored in 
discussions on SC and e-commerce. Successful businesses owe their success to the hard 
work that they invest to develop their trust-building strategies on online platforms 
(Kassim & Asiah Abdullah 2010; Liang, Ting-Peng et al. 2011). According to Füller et 
al. (2006), online companies test different strategies to enhance their relationship with 
consumers and to try to develop consumers’ trust in the company’s networks. According 
to Hajli, M (2013), they use social media to build such relationships. Hajli, M, Hajli and 
Khani (2013, p. 5) state that ‘social interaction of consumers is likely to encourage other 
consumers to form beliefs concerning ability to deliver and integrity’. It is clear that 
consumers use SC websites and their features to produce information in the form of text. 
This information, writes Marshall et al. (2012), provides value for the business because 
the text produced on such platforms could be used as evidence that the online firm has 
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acted in an honourable manner to protect its consumers’ interests. Park, D-H, Lee and 
Han (2007) indicate that such information, which is produced through opinions, reviews 
or interactions in online communities and forums, can be extremely valuable—both for 
the business and for other consumers. 
Kim, Kyu and Prabhakar (2000) claim that WOM communication with consumers has a 
great impact on consumer purchase intentions, which is why SC enables this 
communication through social network sites. Studies have also shown that factors such 
as social presence have a positive impact on trust beliefs, which in turn lead to online 
purchase behaviour (Goodrich & de Mooij 2014). According to Goodrich and de Mooij 
(2014), social presence is defined as the ‘extent to which any medium allows the users to 
experience others as being psychologically present’. According to Rice and Case (1983), 
the social presence theory describes social presence as being an ‘inherent property’ of any 
medium that is in a position to convey to its users feelings such as human contact, 
sociability and sensitivity. 
In particular, in the context of SC, WOM communication is used to share consumer’s 
experiences vividly and credibly to other consumers. Einwiller (2003) asserts that SC 
enterprises need to place emphasis on stimulating, monitoring and managing, if possible, 
WOM communication within the social networks of their consumers, both current and 
potential. Managing WOM includes either directly stimulating positive comments by 
raising involvement and setting incentives or indirectly influencing perceptions by 
stimulating and involving opinion leaders to speak in favour of the SC enterprise 
(Einwiller 2003). 
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2.5.4 Information quality 
An SNS is an online platform offering social networking services, whose success depends 
on the quality of its website. Hence, website quality is a vitally important factor in relation 
to exploring both usage behaviour and the success of the site. Since SC uses SNSs for 
commercial activities, both the website design features and the information available on 
it significantly impact both users’ social sharing and social shopping behaviour (Liang, 
T.-P. et al. 2012). According to Huang, Z and Benyoucef (2013), information quality is a 
fundamental design principle in the context of e-commerce, since it is a source of value 
to consumers. Therefore, a good quality website is likely to make users feel that the 
website is a useful vehicle for social interaction and to prompt them to exchange 
information there. Once this website also starts providing information regarding products 
and services related to shopping, users may choose to continue using the website. A 
website that is designed well will be able to satisfy the users’ need for social interactions. 
In addition, it may impress the users to the extent that they develop trust and confidence 
in the SC enterprise’s performance (Wang, C & Zhang 2012). Hence, it can be said that 
a high-quality website has a positive impact on consumers’ intentions and encourages 
them to continue using it for social interaction as well as for conducting SC (Liang, T.-P. 
et al. 2012). 
Information quality, for the purpose of this study, refers to the quality of information 
available to consumers on SC sites. The quality of this information, in the context of SC, 
is of vital significance because, according to Kim, S and Noh (2012), it influences the 
level of trust that consumers have in SC. Huang, Z and Benyoucef (2013) assert that 
information quality is the relevance, accuracy, understanding and usefulness of the 
information provided by any e-commerce website. They also state that information 
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quality is the quality of the content, which can significantly influence both the attitude of 
consumers and the interaction on the e-commerce website. 
Kim, JW et al. (2008) claim that SC consumers are very dependent on the information 
that a website provides since they are not at liberty to actually see or feel the product 
firsthand. It is logical then that these consumers are likely to trust those SC websites that 
provide them accurate and complete information on a real-time basis. Jaiswal, Niraj and 
Venugopal (2010) agree that information quality is an important factor that influences 
both consumer satisfaction with e-commerce and consumers’ loyalty towards the website. 
Liao, Palvia and Lin (2006) state that consumers may accept websites that provide high-
quality information on products and services as reliable online businesses. Hence, SC 
websites that provide their consumers with high-quality information—complete, 
sufficient and in real time—could be considered reliable online SC enterprises by these 
consumers. 
According to Liu, C, Arnett and Litecky (2000), information quality is closely linked to 
business profitability, quality of decisions and performance, the perceived benefits of 
information systems and the level of system usage. Yang et al. (2005) find that a high 
level of information quality promotes usage of e-commerce by a wider range of users. 
Hence, information quality in the context of e-commerce needs to focus on elements such 
as accuracy, timeliness, relevance, flexible information presentation, price information, 
product comparability, service differentiation and complete product description (Huang, 
Z & Benyoucef 2013). 
According to Wang, C and Zhang (2012), the quality of information available on SC 
websites and SNSs also relies upon member contributions, community contributions, 
marketer contributions and the social network climate. Hence, it can be said that 
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maintaining and improving website quality is a basic requirement for the success of any 
SC enterprise. Fundamentally, SC websites are media for social interaction as well as 
shopping, and the quality of this media can directly affect the process of interaction as 
well as the outcome (Liang, T.-P. et al. 2012). 
2.5.5 Long-term orientation 
Long-term orientation can be defined as the perception of interdependence of outcomes 
in which the outcomes of both partners as well as the joint outcomes are expected to be 
realised in the future (Ganesan 1994). Here, short-term accommodation is desirable to 
achieve the long-term result. 
Anderson, E and Weitz (1992) assert that the concept of long-term orientation is founded 
on the assumption that the relationship between parties is stable and will last long enough 
for these parties to realise the long-term benefits of their association. Long-term 
orientation in any buyer–seller relationship is a function of two main factors—mutual 
dependence and the extent to which they trust one another. Dependence and trust in any 
buyer–seller relationship are related to environmental uncertainty, transaction-specific 
investments, reputation and satisfaction (Ganesan 1994). 
According to Dwyer, FR, Schurr and Oh (1987) and Ganesan (1994), it is through trust 
that the parties in any relationship develop confidence; over a long term, this allows any 
short-term imbalances and inequities to right themselves and long-term benefits to be 
gained. 
Noordewier, John and Nevin (1990) state that supply chain members whose ‘relationship 
has a long-term orientation may accept short-term disadvantages, since these may be 
expected to be balanced out by longer-term advantages’. As it is, these supply chain 
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members are more likely to both perceive, as well as value, future benefits; hence, they 
seek continued relationships with their partners, through which they have a better chance 
of developing mutual understanding (Cook et al. 2005). 
According to various academics (Anderson, E & Weitz 1992; Dwyer, FR, Schurr & Oh 
1987; Goffin, Lemke & Szwejczewski 2006; Krause, Handfield & Tyler 2007; Liu, Y, 
Luo & Liu 2009; Palmatier et al. 2006), the existing literature on long-term buyer–seller 
relationships includes various constructs, such as relationship continuity, commitment 
and long-term orientation. Although these constructs differ from each other in important 
ways, each of them emphasises a closer relationship between buyers and sellers (Cannon 
et al. 2010). 
Relationships based on long-term orientation allow companies to sacrifice short-term 
gains in favour of benefits accruing to both parties over the long run (Ganesan 1993; 
Narayanan & Raman 2004). Buyers and sellers tolerate initial periods where the value of 
a relationship is questionable based on short-term benefits. They approach the 
relationship with a problem-solving orientation and collaborative bargaining style that 
results in higher levels of performance and economic return over the long term (Ganesan 
1993; Kalwani & Narayandas 1995). 
Hsu, M-H et al. (2014) report that relational elements such as long-term orientation 
improve performance outcomes in buyer–seller relationships. Peterson (1995) and 
Christy, Oliver and Penn (1996) assert that a long-term relationship between firms and 
consumers optimises the expected equity and also enhances the predictability of exchange 
outcomes (Kushwaha 2014). 
Different studies have been conducted on the stages of relationship between a retailer and 
a supplier, with each study providing a different conclusion to the evolution of this 
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relationship (Le Tuong & Hong 2014). These are summarised in Figure 2.3. Overall, the 
stages can be categorised as awareness, exploration, expansion, commitment, 
maintenance and decline (Chen, C 2006; Dwyer, FR, Schurr & Oh 1987; Ganesan 1994; 
Wilson 1995) 
 
Figure 2.3: Stages of long-term relationships (Le Tuong & Hong 2014, p. 4) 
According to Kushwaha (2014), in general, consumers expect service providers to offer 
core services to fulfil their requirements. It is only when these service providers meet 
consumer expectations that the consumers show their willingness to engage in and 
cultivate long-term relationships with the firm. In marketing literature, this ‘desire’ has 
been referred to as ‘loyalty proneness’ (Goldman 1978), ‘motivational investment in a 
relationship’ (Dwyer, FR, Schurr & Oh 1987), ‘relationship-seeking behaviour’ (Beatty 
et al. 1996), ‘relationship motivation’ (Beatty et al. 1996), ‘relationship friendliness’ 
(Christy, Oliver & Penn 1996), ‘receptivity to relationships’ (Bendapudi & Berry 1997) 
and ‘relationship proneness’ (De Wulf & Odekerken-Schröder 2000; Wulf, Odekerken-
Schröder & Iacobucci 2001). 
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Researchers have proposed various benefits of effective long-term relationships from the 
consumer’s perspective. Initial work on relational benefits mainly focused on the 
conceptual explanation that consumers stay in relationships for trust, money and time 
savings and social benefits (Kushwaha 2014). Many researchers are of the opinion that 
the indicators of relationship effectiveness are trust, communication and commitment 
(Graca, Barry & Doney 2015). However, the study by Gwinner, Gremler and Bitner 
(1998) was key in explaining the benefits consumers receive from long-term relationships 
above and beyond the core service performance. They identified three types of relational 
benefits: confidence, social and special treatment benefits. Since then, their study has 
been the basis for many subsequent studies where their findings were validated in various 
different service sectors (Kushwaha 2014). 
2.5.6 Reputation 
Depending on the subject, the term ‘reputation’ can have numerous meanings but, in 
general, it refers to the perception held about a person or organisation or the level of 
confidence people have in a person or business. In the context of SC, reputation refers to 
the reputation of the SC enterprise. According to Fombrun and Van Riel (1997), 
reputation has a variety of definitions, which differ between disciplines. In marketing 
literature, the term reputation is often used interchangeably with the word ‘image’ (Gotsi 
& Wilson 2001). 
Reputation is a key determinant of trust. Einwiller (2003) asserts that reputation is an 
effective form of external information for consumers because it has a highly evaluative 
character in terms of the trustworthiness and credibility of an object. Kim, S and Noh 
(2012) state that reputation is a key factor that determines the level of trust consumers 
have in SC. Owing to the inherently risky nature of doing business online, SC users are 
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more likely to depend on the reputation of SC firms to avoid risks such as fraud and 
nonreceipt of ordered goods. Hence, the reputation of SC firms is an important facet 
affecting the trust of SC users (Kim, S & Noh 2012). Koufaris and Hampton-Sosa (2004) 
assert that consumers’ perception of the reputation of an SC enterprise plays a vital role 
in the formation of their trust in that enterprise. This means that the reputation of an SC 
website can be influential in determining the level of trust consumers attribute the 
website. Since the context here is SC, it is important to note that SC consumers also share 
information about the reputation of the website with other consumers. Hence, this 
reputation is passed on to other consumers who may also be influenced to feel trust 
towards the website. In general, trust is considered a vital mechanism for reducing the 
perceived risk involved in SC, and reputation can serve as a powerful antecedent for trust 
to develop (Einwiller 2003). 
A company’s good reputation creates a strong expectation among consumers that they 
will receive a high level of care and service quality (Jarvenpaa, SL, Tractinsky & Saarinen 
1999; Landon & Smith 1997; Park, JungKun, Gunn & Han 2012; Teo & Liu 2007). Apart 
from the company’s reputation, the reputation of the electronic system or the internet as 
a environment for shopping also exerts an influence on consumer trust (Einwiller 2003). 
Previous studies have empirically shown the role of reputation in engendering trust in the 
context of e-commerce (Einwiller 2003). Keser (2002) states that reputation plays two 
separate roles in social interactions that involve trust: an informational role and a 
sanctioning role. In its informational role, it causes the receiver of positive reputation 
information to trust more. In its sanctioning role, it acts as a motivational mechanism in 
cases where negative reputation is attributed, making the owner of the reputation act in a 
more trustworthy and credible manner (Keser 2002). Hence, reputation can act to enhance 
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trust or encourage more trustworthy behaviour. Its enhancing role is evident even when a 
user does not trust online shopping in general. If the consumer’s experience with a 
particular SC company or the internet as a shopping environment in general is poor, then 
the role of reputation in enhancing trust becomes significantly pronounced (Einwiller 
2003). 
Einwiller (2003) states that the strongest determinant of vendor trust is vendor reputation; 
therefore, both must receive significant attention from practitioners. In relation to 
attracting new consumers, vendor reputation acts as a highly influential factor for 
generating trust. Information from independent personal sources, such as friends, 
acquaintances and colleagues, and also from independent outside sources, such as 
organisations for consumer protection or media reports, have great potential to enhance 
reputation and ultimately engender trust (Einwiller 2003). 
Einwiller and Will (2001) claim that by their inherent nature, electronic markets possess 
particular network characteristics that could serve as facilitators for the development and 
diffusion of information and therefore could act as enhancers of reputation. 
2.5.7 Communication 
Communication, which refers to the provision of timely and relevant information to 
consumers, is critical to any marketing relationship (Kim, Dan J, Ferrin & Rao 2003). It 
has a dual role. First, communication ensures that consumers possess information on 
which they can base their purchasing decisions. This includes not only complete 
information about the product in question, but also details such as shipping conditions, 
delivery schedules and payment options. Second, it plays the role of a vehicle for 
interaction between the exchange partners. For relationships between online vendors and 
shoppers to thrive, two-way communication is required. Online vendors have to offer 
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timely and relevant information, while the consumers have to be willing to offer 
individual information for the online vendors to utilise in customising the shopping 
experience. To this end, privacy and security, as viewed by online shoppers, includes the 
safeguarding of personal information they have provided, including credit card 
protection. In communication, conjecture, self-disclosure and the willingness to provide 
personal information to other parties is elementary to the development of relationships. 
Self-disclosure is based on the assumption that private information can be held in 
confidence by the receiving party. According to Lubbe (2002), consumers believe that 
because they are willing to share their personal information, the online vendor is obligated 
to protect and respect their privacy. In the event that consumers perceive that online 
vendors safeguard their personal information, they are pleased and become more satisfied 
or content with the relationship. They are also more trusting of the online vendor since 
the discernment of privacy diminishes the uncertainty or risk that is closely associated 
with self-disclosure. 
In the context of SC, the word ‘communication’ includes the communication that 
consumers maintain with other consumers over social media, as well as the 
communication between the consumer and the SC enterprise. It refers to the provision of 
timely and relevant information to consumers, which is of critical importance to any 
marketing relationship (Kim, Dan J, Ferrin & Rao 2003). Communication assumes vital 
significance in SC, because it is an important trust-building factor. SC sites currently offer 
various features, such as live chatting, feedback, reviews/ratings and online assistance to 
build consumers’ trust (Kim, S & Noh 2012). For trust and satisfaction to be achieved, 
communication is the key. 
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In addition to information quality, the availability of various communication features is 
also very important in relation to building trust in the SC context. Various communication 
features, such as feedback, live chatting and online assistance, which are offered by SC 
sites, can be used to bolster consumers’ trust in a firm (Kim, S & Noh 2012). 
Hajli, N (2015) has explored social media constructs—forums and communities, ratings 
and reviews as well as recommendations and referrals—and the role these play within SC 
environments. His findings show that consumers are increasingly using these constructs 
as a medium for social interaction and communication, and this communication actually 
leads them to become closer to each other and even influences their participation. Hajli, 
N (2015) defines this concept of virtual community relationships as personal friendships 
developed between members of the blogosphere community, with these relationships 
often developing through private, online communication. The relationships are based on 
previous interactions and experiences with others in the virtual community environment. 
Koh and Kim (2003) define this as the sense of virtual community, which consists of 
dimensions such as membership, influence and immersion that reflect the affective, 
cognitive and behavioural aspects of virtual community members respectively. According 
to Hassan, Toland and Tate (2016), such a relationship can also develop between sellers 
and buyers in the same community. The seller–buyer relationship, which includes the 
concept of social support, will also have some influence on the buyer’s motivation to 
participate in SC activities. 
2.5.8 Transaction safety 
Transaction safety refers to the level of security being offered by the SC site to the 
consumers both during and after the purchase. Since most transactions in SC occur online, 
it is important that SC businesses, as well as consumers using these sites, pay sufficient 
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attention to the issue of transaction safety, because online transactions have a high-level 
risk of fraud. Excell (2012) asserts that the internet is a perfect medium for fraudsters 
because it gives them the anonymity required to commit crimes against a large section of 
the population spread out over a vast geographical area, including remote locations. 
Kanyaru, P and Kyalo, J (2015) claim that the level of fraud in online transactions is 
higher than for telephone or in-person transactions of the same nature. Owing to the nature 
of online transactions, where there is no face-to-face interaction between the buyer and 
the seller, the risk involved increases. 
Kanyaru, PM and Kyalo, JK (2015) explain that there are various types of online 
transaction fraud and various sizes of target groups. One method involves stealing 
information, such as a bank account number or credit card number, and then using it to 
carry out multiple transactions in the original account holder’s name. Hacking of accounts 
is also a form of fraud associated with online transactions and involves gaining 
unauthorised access to an organisation’s or consumer’s account to engage in fraudulent 
activities (Kanyaru, P & Kyalo, J 2015). 
According to Fernandes (2013), another type of online fraud is phishing, which involves 
the hacker posing as a trusted party to acquire confidential data from online users. In this 
case, the criminal sends malware in the form of hyperlinks or attachments in emails, 
which appear to have been sent by a legitimate organisation. When unsuspecting users 
click these links or attachments, their system is infected with the malware. During their 
next online transaction, this malware is activated and used to steal personal and private 
financial information, such as personal identification numbers or credit card numbers, 
that are then used by the hacker to steal money from the users’ accounts (Kanyaru, P & 
Kyalo, J 2015). 
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As stated previously, transaction safety when using SC is a factor involved in the 
formation of trust by the consumer. In the current e-commerce environment, online 
consumers are aware that purchasing goods/services online basically entails a higher level 
of risk than traditional commerce transactions, mainly owing to the inherent anonymity 
of the online environment. Consequently, the level of transaction safety the SC site is able 
to provide to its users largely determines the level of trust that these users are likely to 
have in SC. In other words, effective transaction safety plays the primary role in trust 
building by giving consumers a high level of security during their operations in both e-
commerce and SC, since there are no face-to-face interactions in online environments 
(Cheung & Lee 2006; Jin, Yong Park & Kim 2008). 
Thomas and Forcht (2003) believe that in this age of globalism and terrorism, having an 
adequate security system for e-commerce transactions is an absolute necessity; without 
it, an SC business is perpetually at risk of losing consumers as well as revenue. Without 
such a system in place, the company is also exposing itself to legal liability. Hence, for 
any SC business to be successful, it is essential that it invests in the best security 
technology to counter these risks. 
2.6 Summary 
SC, a term commonly used interchangeably with e-commerce, describes the interfusion 
of online shopping and social media. With an increasing number of individuals searching 
online for information regarding products and services, it is only logical that social media 
sources and businesses create pertinent content, with marketers following their consumers 
in support of the purchasing process. Whereas shopping has traditionally been a social 
activity by nature, its combination with internet platforms has revolutionised the entire 
experience. Consumers with identical interests, needs and passions can engage in 
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conversations regarding products and services that can satisfy those particular interests, 
needs and passions. 
Influencers, early adopters or informed individuals usually have a significant impact on 
the actions of online groups. Members of these groups may not recognise each other, but 
they are connected by shared interests and can converse and share information and views. 
These pieces of information, ratings and reviews enhance SC users’ trust and eventually 
lead to influencing their buying decisions on SC sites. In a sense, these influencers, 
reviewers and early adopters are acting both as agents of the buyer—by providing them 
with information that will aid in their purchase decisions—and that of the seller—by 
providing honest, WOM ‘advertising’, which forms the backbone of SC businesses. At 
present, since most buying behaviour, both traditional and online, is a result of buyers 
searching for reviews and ratings of products from other consumers, retailers and 
marketers have resorted to social media to influence the purchase decisions of their 
consumers and enhance the overall shopping experience. Hence, even though SC might 
once have been the means for ‘hole-in-the-wall’, niche, boutique and home businesses to 
advertise, market and sell their products and services online, it is now a model that has 
been successfully adopted by traditional retail companies and business conglomerates. 
By adding features such as consumer forums and live chats with company representatives 
to their websites, e-commerce businesses have been able to venture into SC territory. 
Overall, a review of the relevant literature has indicated that consumer satisfaction, trust 
and social influence are the three primary factors relevant to SC. Numerous secondary 
factors have also been identified, including WOM, information quality, long-term 
orientation, reputation, communication and transaction safety. 
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The next chapter presents the conceptual framework for this research and states the 
associated hypotheses. 
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Chapter 3: Conceptual Framework & Research Hypotheses 
3.1 Introduction 
The previous chapter discussed in detail the relationship between SC, consumer 
satisfaction, trust and social influence. Therefore, this chapter presents the logic and 
relationships of the dependent variable, along with the mediating variables and 
independent variables used in this study. 
The goal of this study was to explore how multiple important constructs interact with each 
other in the SC context. Existing research suggests that interactions between people play 
a strong role in determining their attitudes and decisions (Kelman 1974). In the context 
of commerce as a whole, the literature further suggests that a trusting attitude on the part 
of the buyer towards the seller is positively correlated with several positive aspects of the 
shopping experience (Hsu, M-H et al. 2014). Research questions were devised to 
determine the extent to which such correlations exist in the specific context of SC. In 
accordance with these research questions, the researcher developed a series of 
hypotheses, namely, that positive correlations would exist between trust and customer 
satisfaction, between social influence and customer satisfaction, between communication 
and trust, between quality of information and trust, between reputation and trust, between 
transaction safety and trust, between WOM and trust, between WOM and influence and 
between long-term orientation and social influence. These hypotheses are discussed in 
detail below. 
The conceptual framework of this research is based on two theories: the trust theory and 
social influence theory. In this study, it is assumed that trust is influenced by five factors: 
communication, information quality, reputation, transaction safety and WOM. By 
contrast, social influence is affected by WOM and long-term orientation. This chapter 
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presents the conceptual framework of this study and outlines the hypothetical 
relationships between the different variables. 
3.2 Theoretical Background 
This research draws on trust and social influence theories. While most recent studies have 
focused on behavioural and purchase intentions (Liang, Ting-Peng et al. 2011), these two 
theories help investigate consumer satisfaction in SC using new perspectives more 
focused on customers’ beliefs and feelings. Specifically, the trust theory argues that trust 
increases the likelihood of purchase, has a strong effect on a customer’s intentions and 
actions and has both a cognitive and an affective aspect (Hsu, M-H et al. 2014; Lewis & 
Weigert 1985). Social influence theory argues that the attitudes of individuals’ social 
network play a role in shaping their own attitudes and feelings. In other words, their 
attitudes will shift to become more like those of their friends and influential members of 
their online community (Friedkin 2006). The theoretical framework built on these two 
theories is expected to effectively identify the factors that affect consumer satisfaction in 
SC. In the following section, each of these theories is discussed in detail. 
3.2.1 Trust theory 
Despite decades of research, there has been no formal, generally accepted theory of trust 
either in computer networks or in social sciences. Instead, trust is generally defined by 
example in different areas, such as economics, sociology and psychology (Gligor & Wing 
2011). 
The trust theory involves different types of trust among people, organisations, computers 
and networks (Fehr, Fischbacher & Kosfeld 2005; Gligor & Wing 2011). According to 
Gligor and Wing (2011), behavioural trust is defined as trust relationships among people 
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and organisations, while computational trust is the trust among devices, computers and 
networks. A general theory of trust, arrived at by combining ideas from behavioural trust 
and computational trust, is likely to result in new economic value and new opportunities 
for technological innovation (Gligor & Wing 2011). Measures of trust on the national 
level are positively correlated with positive economic markers, including gross domestic 
product growth and high levels of trade between countries (Fehr 2009). Hence, it is clear 
that trust is crucial in the context of businesses that involve both humans and computers. 
Trust in the context of business has been studied since the 1960s as a component essential 
to both business success and business ethics. Businesses need to be considered 
trustworthy by their customers, and scholars such as Schechter (2005) and Fehr (2009) 
have sought more accurate ways to empirically measure trust and identify elements that 
form it. Scholars agree that trust is closely connected to purchase intention and purchasing 
behaviour. A variety of definitions have been proposed. Castaldo (2002) finds that the 
most influential were those of Moorman, Zaltman and Deshpande (1992) and Morgan 
and Hunt (1994). Moorman, Zaltman and Deshpande (1992) define trust as a ‘willingness 
to rely’ on another, while Morgan and Hunt (1994) view it as ‘confidence’ in the other’s 
reliability. 
Castaldo (2002) finds that four constructs are related to the trust theory: expectation 
(based on personal characteristics), belief (about future actions), attitude (based on rooted 
convictions) and willingness (to take risks). A consumer’s trust level builds upon these 
four constructs. Thus, the trust theory views trust as a mental state and the causes of this 
mental state to be both cognitive (the customer believes the business will behave in ways 
beneficial to them) and affective (the customer has a feeling of trust or liking for the 
company) (Hsu, M-H et al. 2014; Lewis & Weigert 1985). 
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As aforementioned, trust assumes vital importance in the SC context. Kim et al. (2005) 
argue that various constructs, such as reputation, cost benefits and safety controls, 
significantly affect consumer trust. Consumer trust is influenced to a large extent by 
factors such as the reputation of the business and the level of security its website offers. 
Trust is also dictated by what consumers perceive as a cost advantage to them in the 
process of purchasing products and services online. Gefen and Straub (2004) tested 
several aspects of trust in online environments, including trust in buyers and sellers, trust 
in websites and trust in products, to gain a better understanding of individual behaviours. 
Previous SC studies have emphasised the importance of trust, as well as the ways in which 
it can influence consumer behaviour (Hwang 2005); however, these have not examined 
the association between trust and consumer satisfaction. This relationship has been 
studied in the field of e-commerce, but not SC. As hypothesised and studied by (Jin & 
Park 2006), trust leads to satisfaction; that is, the consumer develops trust in the online 
source and this trust develops into satisfaction. Jin and Park (2006) also hypothesised that 
order fulfilment, security/privacy and communication were related to trust. Out of the 
hypotheses proposed, the relationship of communication with trust and that of 
communication with satisfaction were rejected by their findings. 
The trust theory is used as a framework for investigating the relationship between 
consumers’ trust in SC, and satisfaction, and some empirical studies have proved that 
trust considerably affects consumer purchase intentions and attitudes (Hajli, M 2012a). 
Hence, the intention and, ultimately, the behaviour related to purchasing online are guided 
by the factor of trust. Kuan and Bock (2007) claim that a higher level of consumer trust 
leads to an increased intent to purchase products and services, especially online. In 
addition, Pavlou and Gefen (2004) claim that trust has a strong relationship to an 
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individual’s purchase intentions and WOM communication in online shopping. 
Therefore, it is clear that the intention of a consumer to purchase, the final decision to 
make the purchase and the intention to recommend it via WOM are all related to the 
consumer’s level of trust, especially in the case of SC. It is logical, then, to assume that 
trust can also be linked to the amount of satisfaction that the consumer derives from the 
process of purchasing. Previous SC studies have emphasised the importance of trust as 
well as how it can influence consumer behaviour  (Fehr, Fischbacher & Kosfeld 2005); 
however, these have not studied the association between trust and consumer satisfaction. 
As mentioned earlier, trust assumes vital importance in the context of SC. Therefore, trust 
can be used as a construct that affects consumer satisfaction. 
According to Mutz (2005), a consumer who has a successful online shopping experience 
usually develops a high level of trust and will be more likely to repeat that experience—
positive online experiences lead to trust, which leads to repeat buying behaviour. 
Similarly, a lower level of trust makes a consumer less likely to shop online. Consumers 
make purchases in a variety of environments and know that conditions are riskier in online 
environments because of the lack of face-to-face interaction. Therefore, when purchasing 
online they may apply different decision-making approaches to reduce this risk, including 
using the method of trust (Gefen 2000). For this reason, SC sites need to consider trust a 
priority for ensuring consumer satisfaction. 
In the research model of this study, trust is determined by a variety of factors that also 
affect consumer satisfaction. Based on the literature, it is believed that a significant 
relationship exists between trust and consumer satisfaction in SC, the nature of which 
depends on whether the consumer has positive or negative experiences while using SC 
sites (Beyari & Abareshi 2016; Jin & Park 2006; Kim, S & Park 2013). However, in 
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addition to building trust through previous interactions, customers can also feel trust in a 
merchant as a result of reading about the buying experiences of others. SC and the 
emergence of Web 2.0 can help consumers to reduce their risk and increase social trust. 
Applications on Web 2.0, such as consumer ratings and reviews, are a good method of 
overcoming this barrier because interactions among connected users on SNSs increase 
trust (Swamynathan et al. 2008). Hence, SNS users increase their trust by exchanging 
information, positive opinions and reviews regarding products and services while 
interacting on these sites. 
3.2.2 Social influence theory 
The social influence theory involves the effect of individuals’ perception, belief and 
feelings about a given entity on others, when expressed during social interactions 
(Kelman 1974). The topic of social influence has been researched in fields such as 
sociology and anthropology as well as in business. Studies on social influence examine 
the ways that interactions with other people and groups influence an individual’s thoughts 
and behaviour. It is concerned with how the process of social influence, ‘when played out 
in a network of interpersonal influence, may result in interpersonal agreements among 
actors who are located in different parts of a complexly differentiated organisation’ 
(Friedkin 2006, p. 16). Key aspects of this process are internalisation, which involves 
individuals accepting another’s opinion as their own, and social influence, which involves 
one individual exerting a degree of influence over others and prompting them to 
internalise that individual’s views (Kelman 1958; Latane 1981). Since the 1980s, 
researchers have drawn a distinction between ‘informational’ and ‘normative’ influence 
(Bearden, William O et al. 1986). People may internalise another’s view because they 
believe that information is correct or because they want to emulate that individual and 
follow trends (Kim, Y & Srivastava, J 2007). 
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Research on the social influence theory merges the social information processing theory 
and research studies on the adoption and diffusion of communication technologies. Kim, 
Yoojung, Sohn and Choi (2011) argue that the social influence theory has an impact on 
individuals’ social networking and discuss how this theory helps people recognise new 
information technology. Taylor and Todd (1995) classify social influence as an essential 
theory in understanding the use of information technology. 
The three main constructs for this theory are compliance, identiﬁcation and internalisation 
(Kelman 1974). Compliance is the act of individuals influenced by the opinions of the 
people nearest to them. Identification reflects an individual’s feelings of acceptance in 
society, and internalisation is an individual’s acceptance influenced by a group of 
members (Kelman 1974). 
Social influence theory posits that groups have a significant impact on individuals when 
they communicate with one another (Dholakia, Bagozzi & Pearo 2004). In other words, 
when groups interact with each other, this interaction has a vital effect on individuals who 
are a part of the group. Depending on the structure of the message and the relationship 
between groups, two aspects of an interaction can influence individual behaviour (Loraas 
& Wolfe 2006). The first is if the individual acquires a belief that a specific behaviour is 
important and the second is if the individual becomes motivated to make a decision 
resulting from another’s beliefs. This means that when individuals communicate within 
groups, the discussions and messages exchanged between group members are likely to 
influence an individual’s beliefs and could impact the individual’s decision-making. 
Lewis-Beck, Bryman and Liao (2003) explain that others might influence a person if they 
share the same beliefs and similar ideas; that is, if others in a group with which an 
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individual interacts share similar beliefs and ideas as the individual, he or she is more 
likely to be influenced by them than if their opinions differed. 
Social relationships are a key element that differentiates SC from other forms of online 
commercial activities. Other forms of online commercial activities, or e-commerce, may 
not include social relationships and interactions between present, past or potential 
consumers. In contrast, social relationships are the backbone of SC—the main cause of 
the evolution of SC from online commerce. 
Traditionally, the study of social relationships has focused on social influence (Venkatesh 
& Morris 2000)—that is, how other people’s attitudes or opinions may affect an 
individual’s decision-making. The influence that an individual’s social relationships 
wield on his or her decision-making can be termed ‘social influence.’ Owing to the 
inherent risk involved in online shopping, consumers need to refer to the information 
sources they use before they buy from social network sites. This sourcing of information 
and building of trust in the consumers adds to their satisfaction. The process usually 
begins with the gathering of information from members of the customer’s social support 
network; the information may include recommendations, referrals, ratings and reviews. 
The information influences the consumer’s purchase decision-making in SC. Usually, the 
purchase decisions resulting from social influence add to consumer satisfaction, 
especially if the product either matches or surpasses the expectations of the consumer. 
These expectations have been built by the social influence wielded by the group to which 
the individual refers. Therefore, social influence plays a significant role in consumer 
satisfaction. In this study, the research model includes social influence as a factor 
affecting consumer satisfaction. 
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The research model highlights the most important factors that influence the judgements 
and attitudes consumers develop about SC sites, namely, communication, information 
quality, reputation, transaction safety and positive WOM. It also explores the relationship 
of these factors to consumers’ belief in the vendor’s reliability, known as trust, and to 
their tendency to make repeat purchases over a lengthy period, known as long-term 
orientation. 
Park, C and Kang (2003) and Moorman, Zaltman and Deshpande (1992) claim that 
communication is a significant component of SC, playing an important role in building 
consumer trust. The formation of trust, which is the backbone of SC, is dependent on 
communication. Information quality is also an essential factor influencing consumer trust 
in online environments (Jin, Yong Park & Kim 2008; Kim, K., Shin & Kim 2011). The 
quality of information offered by SC websites, which means accuracy as well as 
adequacy, determines the building of trust in consumers. Doney and Cannon (1997) and 
Jarvenpaa, SL, Tractinsky and Saarinen (1999) argue that an organisation’s reputation is 
a factor influencing consumer trust. Most consumers make their purchase decisions based 
on the reputation of the business in question. In the case of SC, reputation assumes even 
more importance since the SC phenomenon has some inherent risks that are absent in 
traditional commerce. 
Hai-Hua and Du Xiao-yong (2008) claim that transaction safety influences consumer trust 
in SC. In this inherently risky environment, the level of security associated with 
transactions is highly important. Only when consumers are satisfied in terms of this factor 
can trust be built and purchase decisions made. WOM also has a significant impact on 
consumer trust in online environments, such as SNSs (Kim, Kyu & Prabhakar 2000; Kuan 
& Bock 2007). In an environment where consumers make their purchase decisions based 
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on the views and opinions of other users or groups on social media, it is imperative that 
SC enterprises give sufficient importance to WOM. Finally, cultural differences affect 
consumer trust and the decision to purchase from e-commerce sites (Kim, K., Shin & Kim 
2011). According to Thakur and Narula (2013), trust and dependence play important roles 
in determining the long-term orientation of a buyer in an e-commerce relationship. The 
research model thus represents the factors affecting consumer satisfaction in SC. 
3.3 Hypotheses Development 
Based on the research questions discussed in Section 1.3, the corresponding hypotheses 
are listed, developed and justified below. 
Oliver (1980) indicates that trust has a significant impact on consumer satisfaction. 
Consumers who have a high level of trust in a business are likely to be more satisfied with 
a product they purchase from this company. A higher level of trust is an indicator of a 
higher level of customer satisfaction (Anderson, EW, Fornell & Lehmann 1994; Beyari 
& Abareshi 2018c; Doney & Cannon 1997; Gul 2014; Zins 2001). It is logical, then, that 
consumers who are highly satisfied with their purchase are likely to have a high level of 
trust in the company they bought the product/service from; thus, both trust and 
satisfaction are caused by positive experiences. In addition, if customers have a high level 
of trust in a company, they will be more likely to ascribe positive aspects of the experience 
to the company and assume that any bad aspects of the interaction were not the company’s 
fault, leading them to be more satisfied. Therefore, even in a case where two transactions 
have the same outcome, a customer with a higher level of trust will also have a higher 
level of satisfaction in how the company performed (Doney & Cannon 1997; Gul 2014). 
Companies must be aware of factors needed to build consumer satisfaction, such as 
perceived value and trust (Anderson, RE & Srinivasan 2003). If consumers have a higher 
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level of trust in SC sites or the products and services they are offering, it is likely that 
they may be better satisfied with their purchases (Fang, Y et al. 2014; Flavián, Guinalíu 
& Gurrea 2006). This means that SC enterprises need to concentrate on building 
perceived value and trust if they want to have satisfied consumers. Hence, gaining trust 
in SC sites will ensure that consumers are satisfied with their purchase decisions. 
Therefore, the following hypothesis is proposed: 
Hypothesis 1. A positive association exists between trust and consumer satisfaction in 
social commerce. 
Three types of feedback are communicated after the purchasing process: complaints or 
compliments; WOM; and recommendations or warnings. When considering these from a 
social influence perspective, the feedback of relatives and friends may be viewed as more 
important. In Saudi Arabia, there is high power distance and a collectivist culture 
(Hofstede, Geert 2017); further, the advice of elders needs to be followed. This type of 
social influence dictates individuals’ actions; however, such advice may not be given by 
elders every time a consumer item is bought online by an individual. 
Consumer satisfaction is usually related to positive communication (Swan & Oliver 
1989). Bhattacherjee (2000) indicates that social influence is a significant factor that 
affects consumers when they use e-commerce sites. If social influence partially guides 
purchase decision-making in consumers, by that logic, it must also affect the level of 
satisfaction that results from buying behaviour on SC sites. In SC research, consumers’ 
post-purchase experience evaluation requires more investigation; however, existing 
research is more focused on purchase intentions. Social relationships are a key element 
that differentiates SC from other forms of online commercial activities. Traditionally, the 
study of the social element has focused on social influence (Venkatesh & Morris 2000); 
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that is, how other people’s attitudes or opinions may affect an individual’s decision-
making. Consumers need to refer to their information sources before they buy from social 
network sites to gain satisfaction. This social support comes from different factors, such 
as recommendations, referrals, ratings and reviews (Venkatesh & Morris 2000). 
Therefore, social influence plays an important role in consumer satisfaction. 
Consequently, the following hypothesis is proposed: 
Hypothesis 2. A positive association exists between social influence and consumer 
satisfaction in social commerce. 
A strong relationship exists between social influence and trust (Tsai & Ghoshal 1998). 
Trust can be built on SNSs, such as Facebook, via social interaction among users (Dwyer, 
C, Hiltz & Passerini 2007). It is clear that SNSs offer platforms for individuals and groups 
to interact. In this context, individuals and groups exchange information, opinions, views 
or warnings regarding products or services of interest. Consequently, consumers will have 
a high level of trust when they receive reliable information from family and friends, or 
from the people with whom they interact on SNSs. This means that if consumers perceive 
they have received reliable information from the groups or individuals on SNSs with 
whom they interact, they are likely to gain more trust in SC (Dikow et al. 2015; Josang, 
Ismail & Boyd 2007). Therefore, the following hypothesis is proposed: 
Hypothesis 3. A positive association exists between trust and social influence in social 
commerce. 
Communication: Communication is a key factor in enhancing trust. It is the process of 
creating and sharing information between consumers, through either formal or informal 
methods (Moon & Lee 2008). SC sites provide various ways for consumers to share 
information, such as reviews, recommendations and ratings. The proper form of 
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communication improves the relationship and the level of trust between consumers and 
companies (Moorman, Zaltman & Deshpande 1992). The internet can facilitate 
communication between buyers and sellers, which can save time in an online shopping 
environment (Kim, S-Y & Joo 2001). Further, communication plays a primary role in 
online communities, and consumers who are likely to share their experiences and 
information trust online shopping and online companies (Park, C & Kang 2003). This 
means that consumers who interact on social platforms with regard to their shopping 
experiences are likely to have greater trust in both online shopping and SC companies 
than those who do not. Consumers perceive online shopping as risky, and the default state 
for a consumer is to have a relatively low level of trust in any given e-commerce site or 
vendor (Kim, S & Park 2013). Thus, if certain consumers seek out WOM 
recommendations and are susceptible to being influenced by consumer reviews, they are 
likely to have their level of trust increased by any positive information they obtain. By 
contrast, hearing about bad experiences will not lower their level of trust by as great a 
degree because it was fairly low to begin with (Grewal, Levy & Kumar 2009). In SC, 
communication-related trust is essential to enabling consumers to feel they are able to 
trust previously unknown organisations. Thus, the following hypothesis is proposed: 
Hypothesis 4. A positive association exists between communication and trust in social 
commerce. 
Information Quality: Information quality refers to the quantity and accuracy of the 
information an e-commerce site presents to its users. Jin, Yong Park and Kim (2008) 
argue that in online shopping environments, consumers usually depend on the information 
provided on the website about a product or service because they have limited alternative 
information, that is, limited access to firsthand information. In these environments, 
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consumers do not have any physical access to the product in question; instead, they have 
to rely on the information on the company website. Fung and Lee (1999) therefore claim 
that the information quality offered by companies has a direct impact on online consumer 
trust. If the quality of information being provided by SC websites is accurate and 
sufficient, consumer trust is likely to improve, which might lead to repeat purchase 
behaviour and enhanced reputation. When organisations’ websites provide accurate and 
updated information about products and services, they become trustworthy organisations 
(Liao, Palvia & Lin 2006). Kim, K., Shin and Kim (2011) asserts that information quality 
is a key factor that influences consumer trust in SC. Therefore, the following hypothesis 
is proposed: 
Hypothesis 5. A positive association exists between information quality and trust in 
social commerce. 
Reputation: Doney and Cannon (1997) define reputation as the beliefs held by customers 
about a company’s level of honesty and concern for consumers. When a company has a 
good reputation or image, its consumers usually have a high level of trust in its operations 
(Doney & Cannon 1997; Jarvenpaa, S, Tractinsky & Vitale 2000; Park, JungKun, Gunn 
& Han 2012). A reputation is likely to become widely known even among customers who 
do not have firsthand experience with the company, and business decision-makers 
consider a positive reputation important to maintain (Chen, C 2006; Teo & Liu 2007). SC 
site users are likely to consider the company’s reputation before making any purchase of 
services or products. Therefore, the following hypothesis is proposed: 
Hypothesis 6. A positive association exists between reputation and trust in social 
commerce. 
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Transaction Safety: Cheung and Lee (2006) define transaction safety as the highest level 
of security that can be provided by SC sites in both transactions and the information 
related to it. Hence, the level of security that any SC site provides, pertaining to both the 
actual purchase transaction as well as to the information related to it, is known as 
‘transaction safety’. Previous studies on e-commerce have shown that transaction safety 
is an important element in increasing consumer trust (Cheung & Lee 2006; Jin, Yong 
Park & Kim 2008). It is clear that if an SC website is successful in providing its consumers 
with a high level of security, both during the purchase transaction and during the time it 
stores the customer’s information, consumer trust is improved. Koufaris and Hampton-
Sosa (2004) claim that e-commerce site users are commonly concerned about their online 
transaction safety. This is all the more true because online shopping security problems 
differ from those of traditional shopping (Kim, S & Park 2013). As mentioned in Section 
2.12, online shopping presents users with a different set of risks, the major ones being 
security and privacy. If an SC enterprise is able to allay consumer concerns regarding 
these risks through its website, then it is able to win their trust. In the context of e-
commerce, transaction safety is a key factor that increases consumer levels of trust (Yoon, 
SJ 2002). Consequently, the high-level transaction safety provided to consumers will 
increase their levels of trust for SC sites and online shopping environments. Therefore, 
the following hypothesis is proposed: 
Hypothesis 7. A positive association exists between transaction safety and trust in social 
commerce. 
WOM is defined as the exchange of experiences and information by consumers to help 
each other make purchasing decisions (Kim, Kyu & Prabhakar 2000; Park, JE, Chaiy & 
Lee 1998). Consumers are likely to consider what others have expressed about a product 
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or a service rather than watching or listening to an advertisement (Park, JE, Chaiy & Lee 
1998). Instead of paying attention to advertising of any kind, consumers are more likely 
to believe what others have to say about a particular product or service. Over the past 
decade, social media sites have become more credible and reliable and have transformed 
into relevant sources of information when compared with the advertising delivered by 
companies. This means that online consumers are likely to look for products and services 
through social networking. For most SC users, the interactions through which they receive 
advice regarding goods and services are very valuable. Therefore, according to Abalaesei 
(2015), virtual communities will continue to have an impact on the decision-making 
process of online consumers. 
Brown and Reingen (1987) indicate that consumers usually prefer to seek WOM before 
they purchase a product because of their trust in the people sharing the information. This 
preference to seek out WOM opinions about products/services is basically owing to the 
trust consumers have in specific people. Since the advent of Web 2.0 (or social media), 
online users across the globe have become accustomed to a new means of sharing 
information in the form of electronic WOM (or e-WOM). According to Abalaesei (2015), 
such peer communication, made possible through social media websites, has become an 
important marketing factor with regard to consumer decision-making. Kuan and Bock 
(2007) claimed that WOM is a key factor that influences a consumer’s trust in SNSs. SC 
sites facilitate WOM through SNSs in different ways, such as with Facebook, Twitter and 
blogs, and consumers are likely to trust the purchasing experiences of others regarding 
products or services. According to Chow and Shi (2014), an increasing number of 
business enterprises are exploring the potential of SC websites to transmit their 
‘promotional information to consumers’ to enhance their brand awareness through the 
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use of e-WOM. According to Jansen et al. (2009), these online social interactions are rich 
avenues through which to create e-WOM marketing effects. 
Lee, Y and Kwon (2011) indicate that consumers usually trust the experiences of others 
when considering a purchase decision. Consumers, before they make any purchase 
decisions, are willing to trust others’ experiences to build trust in any product or service 
(Beyari & Abareshi 2018b, 2018c). Therefore, the following two hypotheses are 
proposed: 
Hypothesis 8. A positive association exists between word-of-mouth and trust in social 
commerce. 
Hypothesis 9. A positive association exists between word-of-mouth and social influence 
in social commerce. 
Long-term Orientation: As mentioned by Hoftede, Hofstede and Minkov (2010), one of 
the six dimensions of national culture is long-term orientation. Abalaesei (2015) asserts 
that long-term orientation is related to an individual’s attitudes about the future; they 
either choose a future-oriented perspective or they choose to live in the present, which is 
short-term orientation. Although this dimension is relatively new and has had little 
consideration in other studies, when combined with individualism/collectivism, it 
explains communication behaviour among peers. Hence, collectivistic cultures with 
short-term orientation usually communicate more elaborately when compared with 
collectivistic cultures with long-term orientation, which prefer to be more modest and 
succinct. 
Usually, the values associated with short-term orientation are national pride, low thrift, 
self-enhancement and importance of service to others. Values included in long-term 
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orientation are perseverance, thrift and pragmatism (Abalaesei 2015). Hoftede, Hofstede 
and Minkov (2010) define long-term orientation as the level at which a member is 
oriented to gain persistence, provision and rewards. Kim, Yoojung, Sohn and Choi (2011) 
suggest that users of SNSs from different countries have different attitudes towards these 
sites. Owing to differences in cultural and national contexts, online buying behaviour is 
often difficult to predict; for example, the behaviour of Western consumers cannot be 
compared with that of consumers from other cultures because different countries and 
cultures have different values, beliefs and symbols. Hence, it can be expected that the 
behaviour of social media users as well as their purchase intentions will also differ 
(Abalaesei 2015). Other studies, such as Pookulangara and Koesler (2011) and Goodrich 
and de Mooij (2014), have emphasised the importance of cultural factors in influencing 
online shopping decision-making. Thus, consumers of various cultures have different 
social characteristics that affect the sites’ influence (Bagozzi & Yi 2012). Since culture 
alters consumer behaviour and preferences, it can also have a major influence on 
consumption and buying decisions (Abalaesei 2015). Hence, cultural differences define 
individuals’ preferences regarding short- or long-term orientation. As an example, 
according to Goodrich and de Mooij (2014), East Asian countries score high on long-
term orientation, whereas African and Latin American nations, as well as Anglo-Saxon 
countries, score low on long-term orientation. European nations show mixed results, with 
countries such as Estonia scoring very high and countries such as Portugal scoring very 
low on long-term orientation. Scholars note that long-term orientation should not be 
confused with collectivist cultures. According to Hofstede, Jonker and Verwaart (2008), 
within the European nations, Finland and the Netherlands are fairly long-term oriented, 
whereas Sweden and Germany are more short-term oriented. According to Bagozzi and 
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Yi (2012), long-term orientation is the most important dimension related to trust and 
people’s recommendations in SC. Therefore, the following hypothesis is proposed: 
Hypothesis 10. A positive association exists between long-term orientation and social 
influence in social commerce. 
As discussed above in the development of Hypothesis 10, partial or full support for the 
distinct effect of Hofstede cultural dimensions, either as moderators or as predictors, is 
reported by several researchers (Ashraf, Jaafar & Sulaiman 2017; Doney, Cannon & 
Mullen 1998; Gong 2009; Ng 2013; Pookulangara & Koesler 2011). Conversely, Kassim 
and Asiah Abdullah (2010), Cyr (2008), Ba and Pavlou (2002), Jin, Yong Park and Kim 
(2008) and many others do not report any clear effect for cultural dimensions on factors 
affecting consumer satisfaction in SC when countries were compared. Therefore, the 
present study compared the effect of Hofstede cultural dimensions on two countries that 
have never previously been tested: Saudi Arabia and Australia.  
Based on the above discussion, Figure 3.1 shows the proposed research model: 
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Figure 3.1: Research model and hypotheses 
3.4 Summary 
Through this chapter, the links and hypothetical relationships between the dependent and 
mediating variables used in this study were presented. The conceptual framework that 
acts as the foundation for this study is based on the trust and social influence theories 
discussed in Section 2.3, along with other relevant literature reviewed in Chapter 2. As 
observed, trust is influenced by communication, information quality, reputation, 
transaction safety and WOM, and social influence is affected by WOM and long-term 
orientation. It is hypothesised that consumer satisfaction is influenced by trust and social 
influence. Ten hypotheses have been listed and will be developed and explained through 
the quantitative analysis in the subsequent chapters. 
  
 85 
Chapter 4: Research Methodology 
4.1 Introduction 
Chapter 3 discussed the conceptual framework and hypotheses for this research. This 
chapter explains the research paradigm, research design, population and sample, research 
instrument, data collection and analysis strategies, together with ethical considerations. 
However, it is important to explain the philosophical focus of the existing research in 
further detail, especially before proceeding to discuss data collection and analysis. This 
is because the research paradigm has a significant impact on the research design (Creswell 
2013). 
4.2 Research Paradigm 
Any research effort made to solve a certain problem is considered a natural outcome of 
how the researcher perceives and believes the reality. Such a belief and perception are 
largely derived from the paradigm that the researcher follows. According to Guba and 
Lincoln (1994, p. 107), a paradigm is ‘a set of fundamental beliefs … that deals with the 
ultimate or first principles. It represents a worldview that defines, for its holder, the nature 
of the world, the individual’s place in it, and the range of possible relationships between 
that world and its parts’. In other words, the paradigm is how an individual associates 
philosophical assumptions to understand the real world (Mertens 2007). According to 
Guba and Lincoln (1994), three types of assumptions are usually used to define a 
paradigm: ontological, epistemological and methodological. 
Ontology raises questions about the nature of reality, and the researcher is dependent on 
the answers to these questions for knowing the nature of reality (Mertens 2007). A 
researcher is interested in knowing if the concept in question is considered a part of reality 
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and, if so, what can be known about it. Thus, anything that is not real or does not exist 
cannot be a part of ontology (Scotland 2012). Accordingly, when a researcher makes the 
assumption that certain organisational activities have a positive effect on organisational 
performance and, at the same time, such a relationship is independent of any interference 
on the part of the researcher, it can be perceived as an ontological assumption. 
Epistemology is the philosophy that researchers use in determining the relationship 
between them and the respondents. The researcher in this case can decide the 
epistemology of the study by determining whether to be close to the participants—for 
example, by conducting personal observation—or to maintain a distance from the 
respondents—for example, by conducting an online survey (Mertens 2007). However, 
deciding on the epistemology is dependent on the ontology that a researcher holds in the 
first place. The type of reality in which researchers believe determines to a large extent 
the epistemology they follow (Guba & Lincoln 1994). According to the literature, an 
individual can reach a reality (ontology) by following the hypothetical-deductive method 
(Sekaran 2003). Thus, epistemology depends on the type of ontology in which a 
researcher is interested. 
Finally, methodology is all about the systematic approaches that a researcher uses to reach 
a reality or knowledge (Kothari 2004). Once again, the methodology that a researcher 
decides to follow depends on their ontological and epistemological assumptions. As 
Kothari (2004, p. 8) states: 
When we talk of research methodology, we … consider the logic behind the methods 
we use in the context of our research study and explain why we are using a particular 
method or technique and why we are not using others so that research results are 
capable of being evaluated either by the researcher himself or by others. 
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According to the literature, the answers to the abovementioned questions are likely to lead 
a researcher to choose among three types of methods—quantitative, qualitative or mixed 
methods—in conducting research (Easterby-Smith, Thorpe & Jackson 2012). 
A review of the literature reveals that a researcher tries to answer the paradigm questions 
mentioned above by adopting what Guba and Lincoln (1994) term ‘alternative 
paradigms’. These alternative paradigms consist of four inquiry paradigms, including 
positivism, post-positivism, constructivism and pragmatism (Bryman & Bell 2015; 
Creswell 2013). Positivism represents a reality that a researcher assumes to be perfectly 
understandable. In this case, the knowledge or reality is assumed to stem from the well-
established natural laws and mechanisms. However, this paradigm is criticised when 
applied to studying human behaviour. The challenge facing positivism is that it is 
impossible to be confident about a reality related to human behaviour (Creswell 2013). 
As a result, post-positivism was introduced to address this issue. The reality or knowledge 
in this paradigm is imperfectly understandable. In this case, the researcher attempts to 
examine the assumed reality critically in the hopes of identifying the recognisable reality 
as accurately as possible (Collis & Hussey 2013; Guba & Lincoln 1994). 
The post-positivism paradigm is characterised by both deterministic and reductionist 
philosophies (Collis & Hussey 2013; Creswell 2013). It emphasises the determination of 
cause-and-effect relationships. A researcher who follows a post-positivism paradigm is 
interested in assessing the possible causes of specific effects. The paradigm is also 
considered reductionist, since the researcher focuses on grouping the ideas surrounding 
the reality into small sets of factors in the form of hypotheses or questions. The 
researchers usually builds their research on an established theory and attempts to draw a 
conclusion accordingly. Creswell (2013, p. 7) states: 
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The knowledge that develops through the post-positivist lens is based on careful 
observation and measurement of the objective reality that exists ‘out there’ in the world. 
Thus, developing numeric measures of observations and studying the behaviour of 
individuals becomes paramount for post-positivism. 
By contrast, constructivism assumes that reality is based on social interaction among 
individuals at a particular location and time (Scotland 2012). The researcher is interested 
in knowing, for example, how individuals build their beliefs regarding an object. Thus, 
the researcher does not have a theory and instead aims to develop a theory that reflects 
the reality. In the constructivism paradigm, the assumption is that individuals tend to 
understand the environment in which they live differently, and they tend to assign 
different causes to the same effect. Therefore, constructivists are interested in getting a 
greater number of different views and complex meanings rather than narrowing the ideas, 
as in the case of post-positivism. An open-ended question is deemed appropriate in this 
paradigm (Creswell 2013). 
Pragmatism is closely related to the mixed-method research design. Pragmatists reject the 
notion that a reality can be reached by depending solely on a single paradigm (Mackenzie 
& Knipe 2006). A researcher in this case is focusing on the research problems, not paying 
attention to the different paradigms in existence. There is no commitment to any 
paradigm, and researchers have the freedom to choose the way that they believe can lead 
them to the reality. 
Of these four paradigms identified, this study is guided by the post-positivist ontological 
and epistemological paradigms for three reasons. First, according to Creswell (2013), a 
study is deemed to be a post-positivist one whenever it is built on a theory. The aim of 
the current study is to develop a comprehensive model that investigates the factors that 
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affect consumer satisfaction in SC. However, the model is built on previously established 
theories: the trust theory and social influence theory. Second, this study is interested in 
investigating the cause-and-effect relationships between the factors. Guba and Lincoln 
(1994) argue that post-positivism is a philosophy that answers questions on the reality by 
establishing cause-and-effect relationships. Finally, this study attempts to answer several 
questions about the factors affecting consumer satisfaction in SC through developing a 
set of hypotheses designed to address the underlining theory. Bryman and Bell (2015) 
and Creswell (2013) mention that the post-positivism philosophy is based on the 
reductionist assumption that attempts to condense ideas and theories into hypotheses. 
Regarding the epistemological philosophy adopted in this research, this study attempts to 
answer the questions and test the hypotheses by developing a questionnaire as a research 
instrument. Since the ontology followed in this study is post-positivism and given that it 
has a set of hypotheses to be tested, the best epistemology is the hypothetical-deductive 
method. In this case, a physical separation between the researcher and the respondents is 
deemed appropriate. 
Methodologically, the current study is purely quantitative for the following reasons. First, 
Creswell (2013) argues that the assumptions underlying the post-positivism philosophy 
are best addressed by adopting the quantitative approach. Moreover, the current study 
includes a set of hypotheses in addition to a questionnaire that intends to test those 
hypotheses. According to Creswell (2013), the quantitative method is considered a 
paramount ingredient for such studies. Second, the researcher intends to explore the effect 
of already established theories and to identify the factors that have a greater effect on 
consumer satisfaction. Sogunro (2002) asserts that quantitative studies are appropriate for 
determining the relationships between factors, while qualitative studies instead focus on 
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developing and generating new theory. Finally, the majority of the previous literature in 
SC uses the quantitative rather than the qualitative approach (Liang, Ting-Peng et al. 
2011). 
In conclusion, in terms of ontological, epistemological and methodological choices, this 
study is considered: 
 post-positivistic because it has a set of hypotheses to be tested 
 using hypothetical-deduction, which is the best way to conduct the post-
positivism philosophy 
 using quantitative methodology to test the cause-and-effect relationships. 
4.3 Research Design 
Designing the research is the primary step that a researcher ought to undertake when 
commencing a study. The research design is a guide that helps researchers’ endeavours 
during their venture research. It encourages the examination process and helps the 
researcher to characterise the aim of the study (explorative, descriptive or hypothesis 
testing), the types of investigations (cause-and-effect or correlations) and the time horizon 
(cross-sectional or longitudinal) (Sekaran 2003). Moreover, through a research plan, the 
researcher can decide the target population, inspecting outlines, information-gathering 
processes and the statistical procedures important for testing the speculations (Kothari 
2004). 
Knowing the paradigms and philosophies adopted in this study paves the way for 
choosing suitable research methods through which reliable results can be obtained. 
According to the literature, a difference exists between the methodology and research 
methods (Kothari 2004). The methodology of this study is discussed in Section 4.2, 
 91 
whereas the research methods include all of the elements and techniques used to conduct 
research. Research methods include determining data collection methods, respondent 
selection criteria, instruments to collect data and statistical techniques for data validation 
and testing (Kothari 2004). The following sections aim to address the research design and 
methods adopted in the current study. 
4.3.1 Research instrument 
In conducting a study, the research instrument is the tool relied upon to approach 
respondents. Considering that the current design was aimed at adopting a post-positivism 
philosophy, the researcher decided to base it on a questionnaire. A questionnaire involves 
a standardised collection of numerical data to facilitate coherence and consistency in the 
data to be analysed (Malhotra 2006). 
Churchill (1979) claims that it is important for researchers to follow specific steps to 
facilitate the development of an effective research instrument. The steps involve defining 
the various factors contained in the conceptual model; generating the items for measuring 
the various factors; pre-testing the established items; and undertaking a pre-test study, 
crucial for guaranteeing the validity and reliability of the entire research instrument and 
measurements. Hence, the following section defines the sample for this research, 
followed by a description of the constructs used for the research. 
4.3.2 Research sample and respondents 
When determining the sample size, the researcher should pay careful attention to three 
important issues; namely, the level of precision, the confidence level and the strategies 
used in determining the sample size (Hair, J. 2010; Kothari 2004; Sekaran 2003). 
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Level of precision, also called ‘sampling error’, indicates how close the estimation of the 
sample is to the true population parameters (Hair, J. 2010). It represents how the 
individual respondents are distributed in relation to the sample mean. Thus, the smaller 
the variability between the sample and the sample mean, the greater the probability that 
the sample is a good representative of the population (Sekaran 2003). In this case, the 
researcher intends to have a higher probability of sample representation to give a higher 
level of precision. Consequently, a large sample is needed. 
However, it is not enough to know how close our estimation is to the population. A 
researcher needs to be confident that the sample is indeed a representative one. Thus, a 
measure called confidence level is proposed to answer this question. Confidence level is 
defined as the degree of certainty that sample statistics used to estimate the population is 
true (Hair, J. 2010; Sekaran 2003). The confidence level is based on the ‘central limit 
theorem’, which states that as the sample size becomes larger, the sample means tend to 
follow a normal distribution about the true values of the population. In a normal 
distribution sample, a 95% confidence level is highly expected (Israel 1992). This is also 
expressed by Sekaran (2003), who states that 95% or (p ≤.05) is considered the widely 
accepted confidence level in business research. 
Hair, J. (2010) argues that researchers usually follow several strategies in determining the 
sample size. These strategies include using the whole population as a sample, using 
certain formulas or equations to calculate the sample size or using a sample size of 
previous similar studies. 
The researcher chose students as potential respondents because SC is popular among 
students and the researcher had easy access to large numbers of students through working 
in academic field. The researcher acknowledges the limitation that students are a subset 
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of all consumers and the findings from this research may not be generalised to all 
consumers. However, for convenience, the term ‘consumers’ is used in the rest of this 
report when referring to the sample group of Saudi Arabian student consumers. The 
limitation of generalisability will be discussed in Section 7.5 of this study. 
The reason for choosing these particular groups is that Saudi Arabian students, both in 
Australia and Saudi Arabia, commonly use SC and have good knowledge and familiarity 
with SC sites. In addition, cultural influences in the two countries may have some impact 
on consumer satisfaction in SC. 
The convenience sampling technique was used in this study because the information 
gathered from Saudi students was accessed quite easily and conveniently. Hence, the 
current study attempts to develop a model that could be generalised in the SC literature. 
Moreover, the most common reason for using this technique is that it is cheaper, saves 
more time than other methods and can often be implemented more quickly (Battaglia 
2008). Thus, the researcher used two samples in this research. 
The first sample consisted of 500 Saudi students studying in Saudi Arabia. Since the 
expected response rate was around 50%, replies were expected from 250 students. 
According to the Saudi Arabian Ministry of Education (MOD 2018), University of 
Business and Technology (UBT) is one of the Saudi Arabian universities that offers high-
quality undergraduate and graduate education responsive to market needs. The University 
provides students with the transferable skills required to excel as industry leaders and 
entrepreneurs. There are more than one thousand students at UBT, which provides a large 
sample to survey. A total of 500 Saudi students at UBT in Jeddah, Saudi Arabia, were 
given a paper-based questionnaire. The survey was written in English. 
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The second sample of this study consisted of all Saudi students in Australia. The link to 
the survey was shared on Saudi social club pages on Facebook and Twitter. These social 
pages allow students to communicate and share their life and educational experiences. 
The data from these groups were collected from 14 May 2015 to 16 May 2015 through 
Qualtrics software. The following table shows the Facebook and Twitter pages through 
which the survey was distributed to the various social clubs and associations: 
Table 4.1: Social media links used for survey distribution 
Social media links 
https://www.facebook.com/SaudiGong 
https://www.facebook.com/pages/Saudi-Club-in-Gold-Coast-Australia/131303803546480 
https://www.facebook.com/SaudiClubBrisbane 
https://www.facebook.com/saudiadelaide 
https://www.facebook.com/SSCA.au 
https://www.facebook.com/saudiinmelbourne 
https://twitter.com/saudiassociamel 
According to the statistics provided by the Saudi Arabian Ministry of Education MOD 
(2018), the number of Saudi students in Australia is 8,500. Because of the large member 
numbers of the Saudi social clubs, the researcher sent the online questionnaire link to the 
Saudi club pages seeking a high number of participants. The researcher made the link to 
the questionnaire available for two months on the club page to maximise the response 
rate. The convenience sampling worked by offering all Saudi social club members an 
equal chance of participating in the survey by advertising on the respective club websites 
and circulating an email about the study to all clubs members. The randomness feature of 
the sample reduces the chance of bias and is considered the best technique that a 
researcher can use to generalise the study results (Sekaran 2003). 
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4.4 Definitions of the Domains of the Constructs 
According to Churchill (1979), the development of any research instrument begins by 
purposefully defining the constructs that the researcher intends to measure. Sekaran 
(2003) states that there are various ways of defining a construct. As stated previously in 
Section 4.2 of this chapter, the primary philosophy that forms the backbone to this study 
is post-positivism. Post-positivism is distinctively unique in that it adopts a reductionist 
philosophy. Therefore, an operational definition of the various factors would need the 
factors to be reduced to an abstract level. According to Sekaran (2003, p. 176), ‘a main 
approach used to define factors involves reducing the abstract concepts and notions such 
as satisfaction, engagement and motivation, among others, into discernible characteristics 
and behaviours’. Table 4.2 provides variables used in this research and their definitions. 
Table 4.2: Factor definitions from literature 
Factors Description References 
Consumer 
Satisfaction 
A consumer’s feelings of either pleasure or 
disappointment resulting from a comparison 
between the perceived performance of a 
specific product or service and his or her 
expectations. 
(Churchill & Surprenant 1982), 
Kotler (2000), (Parker & 
Mathews 2001), (Lin 2003), 
(Agnihotri et al. 2016) 
Trust 
The level of belief in the social commerce 
website that it is what it claims to be and it 
will deliver the service or product. 
(Mayer, Davis & Schoorman 
1995), (Hajli, M 2012a), (Hajli, 
M, Hajli & Khani 2013) 
Social Influence 
The changes that occur in an individual’s 
attitudes, thoughts, actions, feelings and 
behaviours, resulting from interactions with a 
group or another individual. 
(Ajzen 1991), (Friedkin 2006), 
(Kelman 1958), (Huang, Z & 
Benyoucef 2013) 
Communication 
The process of creating and sharing 
information between consumers, either 
through formal or informal methods. 
(Moon & Lee 2008), (Park, C & 
Kang 2003), (Moorman, 
Zaltman & Deshpande 1992), 
(Huang, Z & Benyoucef 2013) 
Information 
Quality 
The quantity and accuracy of the information 
presented by any website to its users. 
(Liao, Palvia & Lin 2006), 
(Kim, K., Shin & Kim 2011), 
(Jin, Yong Park & Kim 2008), 
(Fung & Lee 1999), (Huang, Z 
& Benyoucef 2013) 
Reputation 
The perception people have of anyone or any 
organisation, or the level of confidence people 
have in products or services. 
(Doney & Cannon 1997), 
(Jarvenpaa, S, Tractinsky & 
Vitale 2000), (Park, JungKun, 
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Factors Description References 
Gunn & Han 2012), (Chen, C 
2006), (Teo & Liu 2007) 
Transaction 
Safety 
The extent of security that can be provided by 
social commerce sites for both transactions 
and the information related to them. 
(Cheung & Lee 2006), (Jin, 
Yong Park & Kim 2008), (Kim, 
S & Park 2013) 
Word-of-mouth 
The exchange of experiences and information 
between consumers to help each other in 
making purchasing decisions. 
(Park, JE, Chaiy & Lee 1998), 
(Kim, Kyu & Prabhakar 2000), 
(Zheng, Zhu & Lin 2013) 
Long-term 
Orientation 
A future-oriented perspective held by an 
individual or group. 
(Swatos 1998), (Hoftede, 
Hofstede & Minkov 2010), 
(Abalaesei 2015) 
4.5 Items Pooling 
Once the researcher had defined the main constructs to be studied, an exploration of these 
constructs was carried out by taking various steps, such as identification of existing 
instruments, and the collection and development of sets of measurement items from each 
construct. Through the extensive literature review the researcher conducted, the 
constructs and their measurement items were identified. As a result, a set of 139 items 
related to the research constructs were collected from the review of relevant literature. 
These items were shortlisted from the pool, based on relevance to a construct and 
nonrepeatability, which is the intent to measure a unique phenomenon only once in a 
construct. 
The following section explains every construct with its pool of measurement items. 
Consumer Satisfaction 
Table 4.3 shows the initial items for the pre-test survey and the associated factor loadings, 
which are a measure of the relationship of each item to the underlying factor. The factor 
loadings have been taken from the same research as the original adopted items. 
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Table 4.3: Items adopted for consumer satisfaction from literature 
Source 
Original Adopted 
Items 
Factor 
Loading 
Modified Items for Pre-Test 
Liang, Ting-
Peng et al. 
(2011) 
I am satisfied with 
using Plurk. 
0.89 I am satisfied with using this social commerce site. 
Eid (2011) 
The performance 
of the website 
meets my 
expectation. 
1 
The performance of the s-commerce (e.g., Amazon.com 
and eXtra.com) sites meets my expectation. 
The website does 
not have sufficient 
experience in the 
marketing of the 
products and 
service that it 
offers. 
0.94 
S-commerce sites (e.g., Amazon.com and eXtra.com) 
have sufficient experience in the marketing of the 
products and services that they offer to satisfy their 
consumers. 
The website knows 
its users well 
enough to offer 
them products and 
services adapted to 
their needs. 
1.13 
S-commerce sites (e.g., Amazon.com and eXtra.com) 
know their users well enough to offer them products and 
services adapted to their needs. 
Doll and 
Torkzadeh 
(1988) 
Are you satisfied 
with the accuracy 
of the system? 
0.68 
I am satisfied with the accuracy of s-commerce sites 
(e.g., Amazon.com and eXtra.com). 
Are you happy 
with the layout of 
the output? 
0.73 
I am satisfied with the design of s-commerce sites (e.g., 
Amazon.com and eXtra.com). 
Is the system easy 
to use? 
0.67 
I am satisfied with the ease of use of s-commerce sites 
(e.g., Amazon.com and eXtra.com). 
Note: The standardised factor loading must be between 0 and 1. The researcher found instances in Eid (2011) 
where it is equal to or greater than 1 which they are unstandardized. 
Trust 
As has been mentioned earlier, there is no standard definition of trust. Mayer, Davis and 
Schoorman (1995) defines trust as a form of enduring belief in something. Doney and 
Cannon (1997) claim that trust is the confidence held by someone in another. According 
to Esmaeili et al. (2015), trust is considered an essential factor in all financial and social 
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circumstances, but is especially important in the context of commerce because of its effect 
on consumer behaviour and its role in cementing their purchase decisions. In the context 
of e-commerce, the factor of trust assumes vital significance since the risk involved in e-
commerce transactions is higher than that in normal situations, with the consumer facing 
uncertainty. Table 4.4 shows the initial items for the pre-test survey. 
Table 4.4: Items adopted for trust from literature 
Source 
Original 
Adopted Items 
Factor 
Loading 
Modified Items for Pre-Test 
Hajli, M 
(2012a) 
I believe SNSs 
have my 
information 
safety in minds. 
0.70 
I believe that these s-commerce sites have my 
information safety in mind. 
SNSs give me an 
impression that 
they keep my 
privacy 
information safe. 
0.66 
These s-commerce sites give me an impression that 
they keep my privacy information safe. 
SNSs, such as 
Facebook and 
Myspace, are 
trustworthy. 
0.75 
S-commerce sites (e.g., Amazon.com and eXtra.com) 
are trustworthy. 
Gefen 
(2000) 
I believe that 
Amazon.com are 
trustworthy. 
Not 
Provided 
Overall, s-commerce sites such as Amazon.com and 
extra.com are trustworthy. 
Jin, Yong 
Park and 
Kim (2008) 
This website 
vendor gives the 
impression that it 
keeps promises 
and 
commitments. 
.91 
Overall, s-commerce sites such as Amazon and 
eXtra.com will keep their promises. 
Kassim and 
Abdullah 
(2010) 
I am prepared to 
give private 
information to s-
commerce sites. 
0.93 
I am prepared to give private information to online 
organisations. 
I am willing to 
give my credit 
card number to 
most s-commerce 
sites. 
0.73 
I am willing to give my credit card number to most 
online organisations. 
 99 
Social Influence 
According to Ajzen (1991) and Friedkin (2006), the term ‘social influence’ refers to the 
changes that occur in an individual’s attitudes, thoughts, actions, feelings and behaviours 
as a result of interactions with a group or another individual. Table 4.5 shows the initial 
items for the pre-test survey. 
Table 4.5: Items adopted for social influence from literature 
Source 
Original 
Adopted Items 
Factor 
Loading 
Modified Items for Pre-Test 
Liang, Ting-
Peng et al. 
(2011) 
When faced with 
difficulties, some 
people on Plurk 
are on my side. 
0.87 
When I face difficulties in investigating products or 
services, some people on the s-commerce sites can 
provide help and support. 
On Plurk, some 
people would 
offer suggestions 
when I needed 
help. 
0.88 
On s-commerce sites such as Amazon.com and 
eXtra.com, some people would offer suggestions 
when I needed help. 
When faced with 
difficulties, some 
people on Plurk 
expressed 
interest and 
concern in my 
well-being. 
0.86 
When I read reviews and comments, I feel some 
people on the s-commerce sites express interest and 
concern about products and services. 
Xu-Priour, 
Truong and 
Klink (2014) 
Shopping from s-
commerce sites 
with others is a 
bonding 
experience. 
0.77 Shopping with others is a bonding experience. 
I enjoy 
socialising with 
others when I 
shop from s-
commerce sites. 
0.80 I enjoy socialising with others when I shop. 
Hsu, C-L and 
Lin (2008) 
I follow people 
who influence 
my behaviour 
and encourage 
me to buy from 
these s-
commerce sites. 
0.91 
People who influence my behaviour encourage me to 
participate in blogs. 
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Communication 
Kim, Dan J, Ferrin and Rao (2003) define communication as the provision of timely and 
relevant information to consumers, which is critical to any marketing relationship. Table 
4.6 shows the initial items for the pre-test survey. 
Table 4.6: Items adopted for communication from literature 
Source 
Original Adopted 
Items 
Factor 
Loading 
Modified Items for Pre-Test 
Kim, S and 
Park (2013) 
This s-commerce 
firm keeps me 
informed of new 
developments. 
0.85 
S-commerce sites such as Amazon.com and 
eXtra.com keep me updated on new developments. 
This s-commerce 
firm listens to my 
feedback on its 
service. 
0.81 
These s-commerce sites consider my feedback on 
their services. 
This s-commerce 
firm provides me 
with meaningful 
information. 
0.86 
These s-commerce sites provide me with meaningful 
information. 
Sharma and 
Patterson 
(1999) 
My adviser 
explains financial 
concepts and 
recommendations 
in a meaningful 
way. 
0.85 
These s-commerce sites explain different offers and 
recommendations in a meaningful way. 
Kumar and 
Benbasat 
(2002) 
ABC.com failed to 
keep me involved 
while I was 
shopping. 
Not 
provided. 
S-commerce sites kept me involved while I was 
shopping. 
ABC.com holds my 
attention. 
Not 
provided. 
These s-commerce sites hold my attention. 
Notes: New item added: These s-commerce sites have different communication channels with consumers. 
Information Quality 
This refers to whether the information available to consumers on a company’s SC site is 
up-to-date, accurate and complete. Quality of information, in the context of SC, is of vital 
significance because, according to Kim, S and Noh (2012), it partly determines the level 
of trust that consumers have in SC. 
Table 4.7 shows the initial items for the pre-test survey: 
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Table 4.7: Items adopted for information quality from literature 
Source 
Original Adopted 
Items 
Factor 
Loading 
Modified Items for Pre-Test 
Kim, S and 
Park (2013) 
This s-commerce 
firm provides 
accurate 
information on the 
item that I want to 
purchase. 
0.84 
S-commerce sites such as Amazon.com and 
eXtra.com provide accurate information on the items 
I want to purchase. 
Jin, Yong 
Park and 
Kim (2008) 
Overall, the 
information this 
website provides is 
of high quality. 
0.87 
Overall, the information on these s-commerce sites is 
high in quality. 
Barnes and 
Vidgen 
(2002) 
Provides believable 
information. 
0.71 
Overall, s-commerce sites provide believable 
information. 
Provides 
information at the 
right level of detail. 
0.60 
Overall, s-commerce sites provide information at the 
proper level of detail. 
Presents the 
information in an 
appropriate format. 
0.59 
Overall, s-commerce sites present information in an 
appropriate format. 
Notes: New item added: Overall, s-commerce sites provide easy-to-understand information. 
Reputation 
For the purpose of this study, reputation refers to the perception people have of anyone 
or any organisation, or the level of confidence people have in products or services. 
Reputation is a key factor that determines the level of trust that consumers have in SC 
(Kim, S & Noh 2012). Table 4.8 shows the initial items for the pre-test survey. 
Table 4.8: Items adopted for reputation from literature 
Source 
Original 
Adopted 
Items 
Factor 
Loading 
Modified Items for Pre-Test 
Doney and 
Cannon 
(1997) 
This supplier 
has a 
reputation for 
being honest. 
Not provided. 
These s-commerce sites have a reputation for being 
honest. 
This supplier 
is known to 
be concerned 
about 
consumers. 
Not provided. 
These s-commerce sites are known to be concerned 
about their consumers. 
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Source 
Original 
Adopted 
Items 
Factor 
Loading 
Modified Items for Pre-Test 
Jarvenpaa, 
SL, 
Tractinsky 
and 
Saarinen 
(1999) 
This store is 
well known. 
Not provided. These s-commerce sites are well known. 
Jin, Yong 
Park and 
Kim (2008) 
This website 
has a good 
reputation. 
0.89 These s-commerce sites have a good reputation. 
This website 
vendor has a 
reputation for 
being honest. 
0.77 
These s-commerce sites are known for being honest 
with consumers. 
I am familiar 
with the name 
of this 
website. 
0.81 
I am familiar with the names of these s-commerce 
sites. 
Transaction Safety 
Transaction safety refers to the level of security being offered by the SC site to consumers 
both during and after a purchase. Table 4.9 shows the initial items for the pre-test survey. 
Table 4.9: Items adopted for transaction safety from literature 
Source 
Original 
Adopted Items 
Factor 
Loading 
Modified Items for Pre-Test 
Kim, WG 
and Kim 
(2004) 
Credibility of 
online 
transaction. 
0.61 
These s-commerce sites have high credibility with 
regard to online transactions. 
Yoon, SJ 
(2002) 
Security 
warranty phrases. 
Not 
provided. 
These s-commerce sites have security warranty phrases 
to show their consumers. 
Discretionary use 
of private 
information. 
Not 
provided. 
These s-commerce sites protect their consumers’ 
personal information. 
Risk-freeness of 
transactions. 
Not 
provided. 
These s-commerce sites have risk-free transactions. 
Shergill and 
Chen (2005) 
I feel safe in my 
transactions with 
this website. 
0.79 
I feel safe in my transactions with these s-commerce 
sites. 
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This website has 
adequate security 
features. 
0.63 
These s-commerce sites have adequate security 
features. 
Word-of-Mouth 
According to Kim, Kyu and Prabhakar (2000), WOM is the exchanging of experiences 
and information between consumers to help each other in making purchase decisions. 
Table 4.10 shows the initial items for pre-test survey. 
Table 4.10: Items adopted for word-of-mouth from literature 
Source 
Original 
Adopted Items 
Factor 
Loading 
Modified Items for Pre-Test 
Hajli, M 
(2012a) 
Shopping for 
services on SNSs 
will make my life 
easier. 
0.90 
I have heard from others that these s-commerce sites 
are very easy to use. 
Srinivasan, 
Anderson 
and 
Ponnavolu 
(2002) 
I say positive 
things about this 
website to other 
people. 
Not 
Provided 
I say positive things about these s-commerce sites to 
other people. 
I recommend this 
website to 
anyone who 
seeks my advice. 
Not 
Provided 
I recommend these s-commerce sites to anyone who 
seeks my advice. 
I do not 
encourage 
friends to do 
business with this 
website. 
Not 
Provided 
I would encourage friends and relatives to buy from s-
commerce sites such as Amazon.com and eXtra.com. 
Harrison-
Walker 
(2001) 
I’ve told more 
people about this 
service 
organisation than 
I’ve told about 
most other 
service 
organisations. 
Not 
Provided 
I’ve told more people about these s-commerce sites 
than I’ve told about most other sites. 
I’ve told very 
few people about 
this service 
organisation. 
Not 
Provided 
I would provide others with information on these s-
commerce sites. 
When I tell 
others about this 
service 
organisation, I 
tend to talk about 
the organisation 
in great detail. 
Not 
Provided 
When I tell others about these s-commerce sites, I tend 
to talk about them in great detail. 
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Source 
Original 
Adopted Items 
Factor 
Loading 
Modified Items for Pre-Test 
I am proud that I 
use the services 
of this 
organisation. 
Not 
Provided 
I am proud to tell others that I use these s-commerce 
sites for services. 
Long-term Orientation 
As discussed in Chapter 2, according to Anderson, E and Weitz (1992), the concept of 
long-term orientation is founded on the assumption that the relationship between 
service/product providers and consumers is stable and will last long enough for them to 
realise the long-term benefits of their association. Table 4.11 shows the initial items for 
the pre-test survey. 
Table 4.11: Items adopted for long-term orientation from literature 
Source 
Original 
Adopted Items 
Factor 
Loading 
Modified Items for Pre-Test 
Wang, CL, 
Siu and 
Barnes 
(2008) 
We focus on 
long-term goals 
in this 
relationship. 
Not 
provided. 
These s-commerce sites focus on long-term goals in 
their relationships with consumers. 
Maintaining a 
long-term 
relationship with 
this counterpart 
is important to 
us. 
Not 
provided. 
These s-commerce sites are maintaining a long-term 
relationship with consumers when they reward them. 
Ganesan 
(1994) 
We are willing to 
make sacrifices 
to help this 
resource from 
time to time. 
Not 
provided. 
These s-commerce sites are willing to make sacrifices 
to help their consumers from time to time. 
We share our 
long-term goals 
with this retailer. 
Not 
provided. 
These s-commerce sites are sharing long-term goals 
with their consumers. 
Notes: New item added: These s-commerce sites are sharing long-term goals with their consumers. 
4.5.1 Scale development 
An important feature of developing a research instrument is ‘scaling’. A scale is defined 
as a tool that a researcher uses to determine how individuals differ in their responses to 
each variable under study (Sekaran 2003). DeVellis (2012) asserts that there are four 
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different types of scales: nominal, ordinal, interval and ratio. The degree of sophistication 
of data analysis increases as we move from nominal to ratio. 
According to DeVellis (2012), the nominal scale involves assigning respondents to 
groups and categories. Useful information provided by doing this includes the frequencies 
of responses in various categories and the number of cases, such as the number of 
employed versus unemployed or male versus female. Even though the nominal scales 
tend to be viewed as primitive, Sekaran (2000) observes that they still can be used to 
answer many questions and to facilitate the understanding of crucial relationships. 
Ordinal scales result from ordering factors by ranking (Rosenbek et al. 1996), and are 
considered to offer more information than nominal scales. Apart from providing insights 
on the categorisation of individuals, the ordinal scales provide crucial information 
regarding the perception that a person holds about various categories (Sekaran 2003). 
Notably, the ordinal and nominal scales are considered to fall under qualitative measures 
of data. 
The interval scale is the most popular scale in quantitative studies (Rosenbek et al. 1996). 
Interval scales enable the researcher to utilise arithmetic operations in analysing the 
collected data. It is easily possible to extract means, variance, standard deviations and 
various other statistics from interval scales. One of the main examples of the interval scale 
is the Likert scale (Sekaran 2003). Various types of Likert scales are provided by the 
literature, including five-, seven- and nine-point Likert scales. According to Hinkin 
(1998, p. 110), the coefficient alpha seemingly rises to when five points are used after 
which it levels off, which explains the recommendation of adopting the five-point Likert 
scale. 
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Lastly, the ratio scale is the most powerful and can be used in determining all information 
obtained from ordinal, nominal and interval scales. Notably, its strength lies in its capacity 
to establish absolute data values. Different from the interview scales aimed at measuring 
the magnitude of differences separating various points on a provided scale, it is possible 
for ratio scales to establish the precise proportion of the difference that exists between 
different points (DeVellis 2012; Rosenbek et al. 1996; Sekaran 2003). 
Based on this discussion, the current study sought to utilise nominal scales in measuring 
the demographic features of the samples of students studying in Saudi Arabia and 
Australia. The researcher also sought to use a seven-point Likert scale that ranged from 
strongly disagree (1) to strongly agree (7). Instructions required the respondents to 
indicate the extent to which they were in agreement or disagreement with the statements 
provided in the instrument. With the current study seeking to measure subjective rather 
than objective measures, it is appropriate to use interval scales. 
4.5.2 Validation of the research instrument 
Several tests and procedures should be administered to establish confidence that the 
developed research instrument is valid and generates reliable outcomes. The main aim is 
to guarantee that the items generated by measuring a specific variable are those intended 
by the researcher and that it is possible for the researcher to understand and answer the 
items (Grimm 2010). Sekaran (2003) advances that measuring validity and reliability is 
crucial in obtaining an effective research instrument. The validity and reliability of the 
instrument was ensured by engaging a panel of experts from RMIT University to verify 
these characteristics, and through statistical measures of Cronbach’s alpha. 
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4.5.3 Common method bias 
While this study uses a survey, there is still potential for common method bias, which can 
cause measurement error (Williams & Brown 1994). Podsakoff et al. (2003, p. 879) define 
it as ‘the spurious variance that is attributable to the measurement method rather than to 
the constructs the measures are assumed to represent’. Richardson, Simmering and 
Sturman (2009) define it as ‘systematic error variance shared among factors measured 
with and introduced as a function of the same method and/or source’. As a result, it will 
create false internal consistency between the factors. 
To minimise the common method bias, the survey questions were reformed using two 
methods: reverse coding and semantic scaling. According to Podsakoff et al. (2003), the 
goal of using the reverse coding method is to keep the participant involved and focused 
on reversing the words and making them negative, rather than answering the survey in an 
automatic way. The semantic scale is a type of rating scale that measures the items with 
the same scale but different values (Podsakoff et al. 2003). It is also possible to test for 
common method bias by using confirmatory factor analysis. In this method, all the factors 
are loaded into one common factor. If the total variance for a single factor is less than 
50%, it suggests that common method bias does not affect the data and hence the results 
(Podsakoff et al. 2003). In this study, the results showed 46.9% as a total variance for a 
single factor and indicated that the data was not affected by common method bias.   
4.5.4 Pre-testing research instrument 
Regarding the pre-test stage, it is common for researchers to rely on a panel of experts to 
examine the validity of the instrument (Olson 2010; Rothgeb, Willis & Forsyth 2007). 
Therefore, to ensure content validity, a pre-test of the survey was conducted since it is in 
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the researcher’s interest to have expert assessments and reviews of the employed research 
instrument’s comprehensibility and clarity. 
The literature does not specify the number of experts to consult when conducting a pre-
test. Olson (2010) argues that there can be as few as 2 experts or as many as 20. Therefore, 
10 academics with relevant backgrounds in IT and e-commerce fields were considered 
for this study. They were asked to rate the degree of relevancy of each of the questions 
on a seven-point, Likert-type scale ranging from ‘1: Strongly irrelevant’ to ‘7: Strongly 
relevant’. Personal approaches were made and email invitations were sent to the 
academics to evaluate the research instruments and participate in the pre-test stage. The 
academics were asked to evaluate the questionnaire and establish whether it met the 
following criteria: 
a) It is possible for the respondents to clearly comprehend the questions. 
b) The set time for answering the entire questionnaire is realistic. 
c) The provided instructions are easy to understand. 
d) The items provided are relevant to the proposed factors. 
e) There are potential questions that ought to be added. 
The results of the pre-test indicated that most of the questionnaire items were easily 
understandable and closely linked to the factors being researched. Moreover, the 
academics found it to range between 20 and 30 minutes to complete. Inter-rater reliability 
was used to measure the consistency among the 10 academics. According to Shrout and 
Fleiss (1979), the inter-rater/observer reliability shows the matching measurement 
between two or more experts in their evaluations of the constructs’ relevance. This 
measurement is in the form of a correlation coefficient (interclass correlation coefficient) 
between the experts, and a high coefficient represents the level of agreement between the 
 109 
experts, which reflects reliability and stability (Shrout & Fleiss 1979). The data were 
entered into SPSS Statistics 23 to calculate the reliability. The average scores of the 10 
experts were highly reliable, showing an interval of 0.57 to 0.80 with 70% confidence. 
At the end of the pre-test stage, and after modifications, rewording and deletions had 
subsequently been made, 61 items out of 139 remained. Another 4 items with low 
reliability were subsequently removed from the questionnaire, leaving 57 questions. 
4.6 Summary 
This chapter outlined the methodology adopted in this study. As evident, the study 
adopted a post-positivism paradigm and was based on quantitative methods. 
Questionnaire instruments were developed and tested through reliability tests and review 
by academics. The context of the research entails Saudis currently studying in Australia 
and current Saudi students at UBT University. In the case of UBT, a paper-based 
questionnaire was considered. However, an online version of the questionnaire was used 
for the Saudi students in Australia. This was sent through Qualtrics to the social pages of 
Saudi clubs on the internet. After the pre-test stage, 57 items out of 61 identified by the 
academics were used for the main study questionnaire. 
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Chapter 5: Data Analysis and Results 
5.1 Introduction 
This chapter presents details of the data analysis undertaken and the results obtained in 
this study. The data analysis was conducted using SPSS Version 23 and SmartPLS 
software. The chapter commences by summarising the aims of the study, which is 
followed by a discussion on sample size. The next section deals with the preliminary 
evaluation of the data. Following this, the characteristics of the participants are presented. 
The next section explains how the constructs were operationalised and presents the details 
of the measurement model. This is followed by the details of the structural models that 
test the hypotheses for this research. The chapter concludes by providing a summary of 
the data analysis and results. 
5.2 Sample Size Requirement 
PLS regression is one of the main multivariate techniques utilised to analyse the data in 
this research. PLS is a useful technique to use when the number of samples is small 
compared with the number of variables (Hair Jr et al. 2016). Further, it has a smaller 
prediction error than comparable multivariate techniques (Hair Jr et al. 2016). In 
determining the sample size, different factors should be considered, such as effect size 
and power of analysis. Effect size is a measurement of the magnitude of the difference 
between populations, or the relationship between explanatory and response variables. 
Power of analysis allows the researcher to determine the right sample size within the right 
degree of confidence. The Gpower application was used to calculate the sample size. The 
minimum sample size for a medium effect size (0.5) and a power of 0.8 was calculated to 
be 128. The final sample size achieved for this research was 372; therefore, the sample 
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size achieved is well above the minimum sample size required for obtaining reliable 
results. 
5.3 Preliminary Evaluation 
To prepare the data for assessing the measurement as well as for the structural model, a 
preliminary evaluation was carried out. This meant conducting data screening, which 
included a visual inspection of the data for identification and correction of any errors in 
the data set, the identification of missing data and tests of any violations of statistical 
assumptions, such as outliers and normality (Hair Jr et al. 2007; Pallant 2013). As an 
example, checks were conducted to identify any values that fell outside the possible range 
because of errors made during data entry. This determination and identification of errors 
involves using descriptive statistics, including frequencies and minimum and maximum 
values. 
5.3.1 Data examination and cleaning 
Data cleaning is critical to the validity of quantitative methods. Not only can problematic 
data points lead to violation of other assumptions (e.g., normality and variance 
homogeneity) but can lead to misestimation of parameters and effects, causing severe 
violation of assumptions (Osborne 2012, p. 99). 
Hence, data examination and data cleaning make the data ready for analysis. According 
to Hair, J. (2010), the data examination and cleaning steps are important to gain a better 
understanding on the data characteristics and analysis. Consequently, a double-check 
procedure was performed to ensure a high level of accuracy in the data-entry process. 
First, the researcher verified all of the entries case by case. Second, descriptive statistics 
for continuous data, including the frequency distribution, maximum and minimum values 
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and mean and standard deviation, were computed to check for any unusual values; for 
example, typing errors and outliers. The outliers were also assessed using Cook’s 
Distance, also known as Cook’s D (Field 2009). This statistic is a measure of the effect 
of removing a particular tuple on the accuracy of the PLS model. Cook’s D identifies the 
data points with large residuals. The equation used to identify the influential cases, that 
is data points that have a large influence on regression, is 𝐷𝑖 > 4/𝑛 where 𝑛 is the number 
of cases and Di is the distance the estimates move within the confidence ellipsoid. The 
confidence ellipsoid is a region of plausible values for the parameters. The cases valued 
above the value of 𝐷𝑖 are considered influential (Bollen & Jackman 1985). 
The maximum Cook’s D value in this study was 0.0747. The cases that exceeded the cut-
off value of 4/N or 4/372 or 0.01075 were deleted. Cook’s D for the various tuples are 
shown in Table 5.1. 
Table 5.1: Cook’s distance of data points 
Participant Number Cook’s Distance Value 
186 .07474 
323 .03324 
262 .03276 
358 .02714 
232 .02666 
367 .02259 
83 .02256 
254 .02203 
292 .02122 
93 .01936 
164 .01888 
271 .01871 
63 .01786 
326 .01722 
194 .01612 
91 .01611 
337 .01593 
167 .01480 
4 .01398 
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Participant Number Cook’s Distance Value 
59 .01386 
263 .01270 
104 .01245 
258 .01229 
224 .01166 
366 .01111 
27 .01109 
238 .01080 
61 .01078 
5.3.2 Test of normality 
Prior to conducting statistical analyses, the assumptions of parametric statistics were 
inspected. The Shapiro–Wilk test was used to check the statistical significance of normal 
distribution of the variables at alpha equals 0.05. The Shapiro–Wilk test of normality was 
conducted to establish if the collected data can be assumed to be from a normally 
distributed population. The results, which are shown in Appendix 5.1, indicate that the 
data are not normally distributed at the 0.05 significance level. Therefore, the subsequent 
use of parametric statistics and techniques is not justified for these scores unless the 
techniques are reasonably robust to violations of normality. 
5.3.3 Assessment of missing values 
It is very common to have missing values in research that involves paper-based and online 
survey questionnaires, especially when there are many questions that need to be answered 
by the participants (Markus 2012). The treatment required to resolve this problem 
depends on the forms of the missing values (Markus 2012). Removing missing values 
that are randomly distributed is considered acceptable and can improve the data analysis 
results. Conversely, fixing the missing values with a systematic pattern could generate 
biased results. 
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The survey conducted in Saudi Arabia resulted in 300 completed questionnaires and 
provided the required information with no missing items. This may have been owing to 
the use of the drop-and-collect method, which enabled the researcher to deliver the 
questionnaires and check them for missing values at the time of collection. This facilitated 
immediate follow up with participants submitting incomplete questionnaires. Further, the 
instructions provided with the questionnaires were written clearly, and the respondents 
were given the opportunity to clarify any ambiguity regarding the questions with the 
researcher. 
For the online questionnaires, one type of missing value was identified: ‘system-missing’ 
data (Hair, J. 2010; Lewis-Beck, Bryman & Liao 2003). ‘System-missing’ refers to the 
questions that were not answered by the participants. This may happen for several 
reasons, such as overlooking the answer fields, failing to complete the survey and 
nondisclosure and privacy concerns. Out of 164 questionnaires, 72 were completed and 
the rest had missing values. Table 5.2 shows the number and percentage of missing values 
by case. For example, case 358 had 31 missing values out of the 56 values (54.4%) 
required from a survey participant. All of the cases with very high percentages of missing 
values, that is over 50%, were deleted. 
Table 5.2: Missing values in online questionnaires by case number 
Case number Number of missing answers Percentage missing answers 
1 1 1.8% 
312 31 54.4% 
358 31 54.4% 
359 31 54.4% 
362 31 54.4% 
363 31 54.4% 
364 31 54.4% 
365 31 54.4% 
372 31 54.4% 
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5.3.4 Response rate 
The survey for this study took two forms: paper-based and online. The data from the 
paper-based questionnaires were collected between 3 May 2015 and 5 July 2015. Out of 
500 surveys distributed to students, 300 were completed—a total response rate of 60%. 
The data from Saudi social groups on Facebook and Twitter were collected from 14 May 
2015 to 16 July 2015 using the Qualtrics online data collection tool 
(https://www.qualtrics.com). 
While it was aimed at collecting data from Saudi students studying in Australia, there was 
a possibility that members of these social sites who were ineligible for the questionnaire 
would have access to it, such as members who are not students, those who are business 
owners and those not residing in Australia. The researcher prevented these ineligible 
members from completing the survey by asking the following question on the first page: 
‘Are you a Saudi student studying in an Australian university?’ If the respondent 
answered ‘yes’, the questionnaire appeared for them to complete. If the answer was ‘no’, 
the following message appeared: ‘You do not match the participation criteria’, and the 
questionnaire was terminated. No permission was required to post the links to these 
websites, since these are public pages, and the purpose of these sites is to help Saudi 
students contact and assist each other. 
Out of 164 attempts to answer the survey, 72 respondents completed it. However, it was 
difficult to calculate the response rate for the online survey, since the exact number of 
respondents who saw the link is not known. Overall, 372 valid responses were obtained 
for the Saudi and Australian samples. 
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5.4 Participant Characteristics 
With the help of frequency counts, summary statistics and demographic profiles, as well 
as SC and internet usage profiles, we are able to gauge the characteristics of the 
participants of this study and these are presented in Table 5.3. The frequency distributions 
(counts and percentages) were tabulated for all questions with a categorical response. A 
demographic profile of the sample is also presented in Table 5.3. The sample selected for 
the purpose of the study had a greater percentage of males (64.8%) than females, who 
made up 35.2% of the sample and they represent the majority of social commerce users 
in the UBT. As regards the ages of the participants, the greatest percentage in the sample 
belonged in the 26–35 years age group (50.3%), followed by the 36–45 years age group 
(25.3%), and the 18–25 years age group (11.8%). 
Of the total number of participants, 61.8% had a postgraduate degree as their highest level 
of education, followed by 32.8% of the participants who had a graduate degree as their 
highest level of education. The percentage of participants who had a diploma or a high 
school degree as their highest level of education was 5.4% cumulatively. 
Students from UBT in Saudi Arabia accounted for 80.6% of responses, whereas the 
remaining 19.4% were studying in Australian universities. 
Table 5.3: Demographic information of the participants 
Item Category Frequency Percent 
Gender 
Male 241 64.8 
Female 131 35.2 
Total 372 100 
Age 
18–25 44 11.8 
26–35 187 50.3 
36–45 94 25.3 
46–55 45 12.1 
56–64 2 0.5 
Total 372 100 
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Item Category Frequency Percent 
Education 
High School Graduate 11 3 
Diploma 9 2.4 
Graduate (Bachelor’s Degree) 122 32.8 
Postgraduate 230 61.8 
Total 372 100 
Education Venue 
UBT (Saudi Arabia) 300 80.6 
Australian universities 72 19.4 
Total 372 100 
As Figure 5.1 shows, a total of 45.4% of the Saudi students preferred or highly preferred 
online stores for purchase behaviour, as shown in Figure 5.1, and 23.7% of the 
participants regarded such buying behaviour as being somewhat preferable. The 
percentage of students who indicated that they found buying from online stores as 
somewhat not preferable was 13.2%, whereas 12.6% of the participants were neutral. 
Cumulatively, 5.2% of the participants indicated that buying from online stores was either 
not preferable or not at all preferable. In general, Saudi students prefer to buy their 
products and services online and to be updated with recent ratings and reviews.  
 
Figure 5.1: Level of preference for buying online 
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As shown in Figure 5.2, it was apparent that the largest segment of participants (30.4%) 
preferred buying from traditional stores, while 26.3% found it highly preferable. A total 
of 12.9% of the participants found buying from traditional stores to be somewhat 
preferable and, cumulatively, 4.9% of the participants found buying from traditional 
stores to be either not preferable or not at all preferable. In addition, Saudi students also 
prefer to have traditional shopping as they are keen to test the physical products in stores.  
 
Figure 5.2: Level of preference for buying at traditional stores 
As Figure 5.3 shows, 19.1% of the participants rated their experience with SC sites as 
being good. The percentage of participants who found the experience to be somewhat 
good was 35.8%. An equal percentage of participants (8.3%) rated their experience as 
being very good or somewhat bad. Only 3.2% of the participants rated their experience 
using SC sites as being very bad. The results shows that the majority of the students use 
social commerce sites as they want to know what reviews and ratings have been given to 
products and services. 
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Figure 5.3: Buyer experiences of using social commerce sites 
Figure 5.4 shows that just over a third of participants (33.9%) found SC sites somewhat 
easy to use, followed by 21.2% of the participants who found them easy to use. 
Participants who found SC sites very easy to use made up 15.1% of the total, while 14% 
of the participants were neutral. The percentage of participants who found these sites 
somewhat difficult to use was 8.9% whereas, cumulatively, 7% of the participants found 
SC sites either difficult to use or very difficult to use. 
 
Figure 5.4: Ease of use of social commerce sites 
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Of the total participants, 30.9% rated their level of IT knowledge as being very good, 
while 18.8% thought that their knowledge was good. Figure 5.5 also reveals that 22% of 
the participants rated their knowledge as being somewhat good. Those participants who 
rated their knowledge as being somewhat bad and very bad made up 9.4% and 5.6% of 
responses respectively. 
 
Figure 5.5: Level of IT knowledge 
 
Figure 5.6: Years of using internet 
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When the participants’ number of years using the internet was studied, as represented in 
Figure 5.6, it became apparent that the majority of participants, 90.1%, had been using 
the internet for over 10 years, with 8.6% having used the internet for 5 to 10 years. Only 
1.3% of the participants had used the internet for less than 5 years. 
As Figure 5.7 reveals, 37.6% of participants preferred to use ebay.com for SC. 
Amazon.com was preferred by 35.1% of participants. The SC site saudi.souq.com was 
preferred by 13% of the participants, whereas 5.8% preferred to use the site eXtra.com.sa. 
Other sites were preferred by 8.4% of the participants. 
 
Figure 5.7: Social commerce site preferences 
Figure 5.8 shows that when the product-type preferences of participants who shopped on 
SC sites were measured, 25.5% shopped for electronics on these websites. Clothing was 
sought by 15.5% of participants, and 15.4% of participants shopped for books and 
magazines. Shopping for computer hardware and software was popular with 9% of 
participants, 8.4% shopped for toys and 8% for games. SC sites offering office supplies 
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were visited by 5.4% of the participants; 4% shopped for health aids and medications; 3% 
shopped for furniture; 2.9% were seeking sporting equipment; and 2.5% were shopping 
for music. 
 
Figure 5.8: Product preferences by type 
When recording the number of times participants had purchased from SC sites, as 
represented in Figure 5.9, it revealed that 33.6% had bought from these websites more 
than thrice. Those who had bought from these sites only once accounted for 19.4% of 
responses, whereas 16.7% of participants had purchased from these sites twice. 
Participants who had bought from these sites three times made up 16.1% of the total, and 
14.2% had never bought anything from these websites. 
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Figure 5.9: Number of times purchases made from social commerce sites 
It is clear from Figure 5.10 that the number of participants who had spent over AUD70 
on SC sites made up the largest group (59.9%). Participants who had spent between 
AUD7 and AUD18 on these sites constituted 15.9% of total, and 14.2% spent between 
AUD19 and AUD35. Spending between AUD52 and AUD70 was undertaken by 9.9% 
of the participants. 
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Figure 5.10: Money spent on purchases from social commerce sites 
From Figure 5.11, it is clear that over half of the participants, 54%, thought that the level 
of security was very important while buying from these sites, while 17.7% felt it was 
somewhat important and 14.8% of the participants perceived that the level of security was 
important. A low 5.9% of the participants thought that the level of security while making 
a purchase on these sites was somewhat not important while only 2.2% of the participants 
thought it was not an important factor. 
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Money spent on purchases from Social Commerce sites
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Figure 5.11: Level of importance of security when purchasing from 
social commerce sites 
When considering the importance of a high level of information clarity when purchasing 
from SC sites, 42.7% of participants felt this was very important. Figure 5.12 also shows 
that 29.3% of participants thought that a high level of information clarity was important 
when purchasing from these sites, whereas 15.3% of the participants thought it was 
somewhat important. Only 6.2% of participants thought that a high level of information 
clarity was somewhat not important while buying from SC sites. 
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Figure 5.12: Level of importance in purchasing from social commerce sites—level 
of information clarity 
Upon measuring whether ratings and reviews from other consumers played a part when 
buying from SC sites, it was revealed that 36.8% of participants thought it was important, 
as represented by Figure 5.13. Almost as many participants (33.6%) thought ratings and 
reviews from other consumers were very important, while 23.4% thought they were 
somewhat important. Participants remaining neutral made up 3.2% of the total, whereas 
3% of the participants thought that ratings and reviews from other consumers were 
somewhat not important. 
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Figure 5.13: Level of importance of ratings and reviews by other consumers when 
purchasing from social commerce sites 
5.5 Assessment of the Quality of the Measurement Model 
For the assessment of the framework of the measurement model, the steps recommended 
by Becker, J-M, Klein and Wetzels (2012) were followed. SmartPLS software was used 
to calculate inner and outer links, that is, path coefficients, outer loadings and indirect 
effects. According to Sekaran (2006), the level of reliability shows that the scale used is 
both stable and consistent in measuring the concept, while the level of validity of the 
model shows the scale’s capacity to represent the concept being measured. In the 
measurement model, items representing the reflective, first-order constructs should be 
able to show reliability as well as validity, both convergent and discriminant. 
For this purpose, a confirmatory factor analysis was conducted in SmartPLS to ascertain 
the unidimensionality of these measurement items that reflect the underlying constructs 
(Tenenhaus et al. 2005; Wilden et al. 2013). In general, this analysis is used to identify 
and remove measurement items that have a weak loading on intended constructs, to 
establish unidimensionality. Hence, the utilisation of confirmatory factor analysis in this 
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study seeks to prove if a set of measurement items has enough common variance to be 
considered measures of a single intended factor (Bagozzi & Yi 2012). 
For the purpose of this thesis, the confirmatory factor analysis (CFA) method was used 
instead of exploratory factor analysis (EFA). This is because, according to Treiblmaier 
and Filzmoser (2010), the latter, which is an exploratory technique, is mainly used to 
determine the structure of the factors in a set of observed variables, without banking on 
predetermined relationships. The use of confirmatory factor analysis is preferred over 
exploratory factor analysis when researchers have clear predictions, which are supported 
by literature, regarding the underlying factor structure of a variable (Russell 2002). Here, 
the researcher has relied upon developed knowledge— theoretical or empirical studies or 
both —regarding the underlying factor structure of the measures (Byrne 2005; 
Treiblmaier & Filzmoser 2010). 
5.5.1 Indicator reliability 
For the purpose of calculating indicator reliability using PLS algorithm calculation, the 
path weighting scheme was used to set the inner weighting option. According to Vinzi, 
Trinchera and Amato (2010), the path weighting scheme is strongly recommended rather 
than the factorial and centroid weighting schemes because it is the only scheme that takes 
into account the direction of relationships specified in the model. 
The maximum number of iterations is 50. Factor loadings for the measurement items were 
determined from this procedure. Item loadings should be at least 0.7 or more to achieve 
item reliability of approximately 0.5 (Hair, Joseph F., Ringle & Sarstedt 2013; Peng & 
Lai 2012). Loadings are correlations between observed variables, and the item reliability 
is the square of the loading. Therefore, with the loading value at 0.7, the item reliability 
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of 0.5 is obtained, showing that 50% or more of the variance in the observed variables is 
because of the construct (Hulland 1999). 
In Table 5.4, the psychometric properties of the first-order constructs are presented. These 
include the loadings for the final measurement items, together with the sample mean, 
standard error, t-statistics, CR and average variance extracted (AVE) to assess the 
significance of loadings. Following these criteria, it is evident that two items had factor 
loadings of less than 0.7. One appears under the construct Long-term Orientation (Lto2: 
‘The s-commerce sites that I use share long-term goals with their consumers.’) and one 
under the construct Transaction Safety (Ts2: ‘The s-commerce sites that I use protect their 
consumers’ personal information.’). These items were retained irrespective of factor 
loadings less than 0.7 because their inclusion led to the development of a better model 
than would otherwise have been the case. In addition. According to Hair, JF et al. (2010), 
any single item below 0.5 can generally be left out without changing the meaning of the 
construct, as long as the construct has sufficient reliability. Therefore, 2 items were 
removed from the communication construct, 2 items were removed from the trust 
construct, 3 items were removed from information quality construct and 2 items were 
removed from the word of mouth construct. In total, 9 items were removed from this 
procedure. 
Table 5.4: Psychometric properties of first-order constructs 
Construct Loading 
Sample 
Mean 
Standard 
Deviation 
t-statistic CRa AVEb 
Consumer 
Satisfaction 
    
0.985 0.904 
CS1 0.966 5.841 1.391 123.998   
CS2 0.956 5.645 1.371 112.628   
CS3 0.966 5.683 1.368 105.804   
CS4 0.876 5.379 1.574 29.254   
CS5 0.968 5.621 1.34 139.383   
CS6 0.959 5.645 1.371 117.458   
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Construct Loading 
Sample 
Mean 
Standard 
Deviation 
t-statistic CRa AVEb 
CS7 0.958 5.944 1.418 102.334   
Long-term 
Orientation 
    
0.968 0.856 
Lto1 0.807 5.548 1.366 107.729   
Lto2 0.620 5.255 1.353 119.240   
Lto3 0.754 5.578 1.351 99.152   
Lto4 0.878 5.196 1.331 87.878   
Communication     0.873 0.632 
Com3 0.783 5.285 1.374 71.761   
Com4 0.827 5.339 1.367 48.508   
Com5 0.749 5.347 1.354 70.902   
Com6 0.819 5.581 1.345 79.699   
Information 
Quality 
    
0.968 0.856 
IQ3 0.873 4.839 1.467 63.900   
IQ5 0.933 4.847 1.476 75.104   
IQ6 0.939 5.067 1.404 69.931   
IQ7 0.943 5.142 1.504 70.036   
IQ8 0.937 5.185 1.418 76.431   
Reputation     0.969 0.861 
Rep1 0.923 4.831 1.585 89.176   
Rep2 0.914 5.234 1.632 60.891   
Rep3 0.961 5.153 1.65 174.238   
Rep4 0.948 5.046 1.506 111.373   
Rep5 0.892 5.132 1.709 51.730   
Social Influence     0.955 0.780 
Si1 0.902 4.836 1.629 43.670   
Si2 0.912 4.72 1.53 79.154   
Si3  0.854 4.984 1.51 47.221   
Si4 0.860 4.374 1.81 55.010   
Si5 0.908 4.64 1.579 75.614   
Si6 0.861 4.516 1.771 43.069   
Trust     0.965 0.873 
T2 0.901 5.164 1.504 62.042   
T3 0.935 5.046 1.441 60.686   
T4 0.957 5.07 1.414 107.501   
T5 0.944 5.03 1.351 67.516   
Transaction Safety     0.918 0.616 
Ts1 0.791 3.761 1.729 5.489   
Ts2 0.789 3.849 1.685 6.401   
Ts3 0.796 3.489 1.776 5.656   
Ts4 0.820 3.454 1.743 6.179   
Ts5 0.824 3.653 1.715 7.493   
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Construct Loading 
Sample 
Mean 
Standard 
Deviation 
t-statistic CRa AVEb 
Ts6 0.814 3.511 1.806 5.924   
Ts7 0.646 4.93 1.552 9.738   
Word-of-mouth     0.965 0.820 
Wom1 0.892 4.949 1.476 61.565   
Wom3 0.898 5.11 1.503 48.326   
Wom4 0.921 5.282 1.327 88.520   
Wom5 0.929 4.96 1.517 58.774   
Wom6 0.901 4.648 1.674 58.864   
Wom7 0.891 4.938 1.461 54.887   
Note: CRa indicates Composite Reliability values; AVEb indicates Average Variance Extracted values 
5.5.2 Internal consistency 
Composite reliability is among the methods used to evaluate internal consistency 
reliability (Hair, Joe F., Ringle & Sarstedt 2011). Composite reliability is the degree to 
which the indicators measure the latent construct and is generally considered the more 
appropriate criterion to establish the internal consistency reliability of a construct than 
Cronbach’s alpha (Hair, Joseph F. et al. 2012). Hair, Joseph F. et al. (2012) do not 
advocate the use of Cronbach’s alpha for examining internal consistency reliability. 
According to Götz, Liehr-Gobbers and Krafft (2010), Cronbach’s alpha evaluates the 
degree to which the indicators measure a unidimensional construct, and hence, these yield 
low alpha values for multidimensional constructs. As stated by Hair, Joseph F. et al. 
(2012), Cronbach’s alpha indicates lower bound estimates of reliability when compared 
with composite reliability. 
Hair, Joseph F., Ringle and Sarstedt (2013) state that composite reliability is a more 
appropriate measure of reliability, because Cronbach’s alpha is sensitive to the number 
of items in the scale and is likely to underestimate the internal consistency. Composite 
reliability can be calculated using the formula: CR = SSI/(SSI + SEV) where SSI is sum 
of squares for each indicator; and SEV is the sum of all error variances for each indicator. 
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As shown in Table 5.4, the measure of composite reliability for all first-order constructs 
is well above the threshold value of 0.7, falling between 0.87 and 0.98. If the composite 
reliability value is higher than 0.7, then the internal consistency reliability is considered 
satisfactory. 
5.5.3 Convergent validity 
According to Gefen and Straub (2005), convergent validity is visible and evident when 
every measurement item correlates strongly with its intended theoretical construct. 
The convergent validity of first-order constructs was assessed using AVE values (Fornell 
& Larcker 1981). According to Chin, WW (2010) and Hulland (1999), AVE shows the 
average variance shared between a particular construct and its measurement items and is 
calculated by dividing the sum of the squared factor loading of each indicator by the total 
number of indicators. When the AVE value of a construct is at least 0.5, sufficient 
convergent validity is achieved (Fornell & Larcker 1981). It also means that the construct 
is in a position to explain more than 50% of the variance among the scale indicators (Götz, 
Liehr-Gobbers & Krafft 2010; Hair, Joe F., Ringle & Sarstedt 2011). As shown in Table 
5.4, the AVE values for all constructs lie within the range 0.594 to 0.904, fulfilling the 
0.5 threshold and demonstrating convergent validity. 
5.5.4 Discriminant validity 
According to Chin, WW (2010), discriminant validity measures the extent to which each 
construct is related to its own measurement items when compared with other constructs. 
For achieving discriminant validity, two conditions need to be fulfilled. First, the 
measurement items must exhibit high loadings on their theoretically intended constructs 
and not on other constructs (Gefen & Straub 2005). Second, the constructs themselves 
must show a satisfactory discriminant validity when the square root of their AVE value 
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is greater than the interconstruct correlations (Fornell & Larcker 1981; Gefen & Straub 
2005). This means that the variance shared between each construct and its indicators is 
greater than the variance shared between the constructs themselves (Compeau, Higgins 
& Huff 1999). 
To evaluate discriminant validity for variance-based SEM, such as PLS, the Fornell–
Larcker criterion and the examination of cross-loadings are the predominant approaches 
used. In this study, the Fornell–Larcker criterion was the primary method used to evaluate 
the discriminant validity. Table 5.5 shows the Fornell–Larcker cross-loading values, 
which fall between 0 and 1. As mentioned above, the measurement items are expected to 
show high cross-loadings with their intended constructs and not with other constructs, 
which proved to be the case. Therefore, the discriminant validity requirement was met. 
Table 5.5: Fornell–Larcker criterion 
Construct 
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Communication 0.795         
Consumer Satisfaction 0.049 0.951        
Information Quality 0.123 0.593 0.925       
Long-Term Orientation 0.338 −.018 0.012 0.771      
Reputation 0.038 0.552 0.739 −.018 0.928     
Social Influence 0.159 0.563 0.731 0.035 0.634 0.883    
Transaction Safety 0.079 0.441 0.542 0.034 0.581 0.597 0.785   
Trust 0.110 0.588 0.831 0.022 0.751 0.758 0.605 0.934  
Word-of-Mouth 0.164 0.549 0.725 0.078 0.637 0.821 0.626 0.844 0.906 
According to Henseler, Ringle and Sarstedt (2015), the heterotrait–monotrait ratio of 
correlations (HTMT) is also used as a reliable approach to assess discriminant validity. 
Table 5.6 shows the HTMT for the measurement model. 
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Table 5.6: Heterotrait–Monotrait ratio of correlations 
Construct 
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Consumer Satisfaction 0.071         
Information Quality 0.133 0.611        
Long-Term Orientation 0.518 0.055 0.028       
Reputation 0.051 0.569 0.770 0.056      
Social Influence 0.181 0.578 0.764 0.038 0.660     
Transaction Safety 0.079 0.354 0.429 0.087 0.494 0.439    
Trust 0.114 0.608 0.870 0.026 0.786 0.793 0.424   
Word-of-Mouth 0.182 0.564 0.756 0.078 0.663 0.862 0.443 0.883  
If the HTMT value is below 0.90, discriminant validity is established between two 
reflective constructs. In the case of the framework, the HTMT ratio for all relationships 
is less than 0.90; therefore, the HTMT criterion also establishes discriminant validity 
between the constructs. 
5.6 Assessment of the Structural Model 
This section provides the results obtained from the overall structural model and an overall 
summary of the findings. 
A study of collinearity between variables is helpful because it identifies pairs of variables 
that are measuring the same thought. Avoiding the inclusion of highly correlated variables 
in the model translates to a better and more meaningful model fit. The collinearity 
between the various constructs was assessed using a correlation analysis. None of the 
correlations between the constructs was identified to be significant enough to create issues 
of multicollinearity. 
The path coefficients, indirect effects and total effects from the structural model are 
shown in Tables 5.7, 5.8 and 5.9. Indirect effect refers to the strength of the relationship 
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between two constructs that are not directly linked in the path model. Direct and indirect 
effects are useful since they reveal the direct and indirect influence one construct has on 
another. The structural model is shown in Figure 5.14. 
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Figure 5.14: The measurement model 
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The explanatory power of a model can be examined by measuring the coefficient of 
determination; that is, its 𝑅2 values (Hair Jr et al. 2016). 𝑅2 represents the amount of 
variance explained by the endogenous constructs (Chin, WW 2010). In this study, the 
endogenous constructs are Consumer Satisfaction, Social Influence and Trust. According 
to Chin, WW (2010), an 𝑅2 value of around 0.67 is considered substantial, 0.33 is 
considered moderate and 0.19 is considered weak. Therefore, the R2 values of 0.378, 
0.689 and 0.831 for the Consumer Satisfaction, Social Influence and Trust constructs can 
be described as moderate, substantial and substantial respectively. 
Effect size, represented by 𝑓2, is a measure of the magnitude of the effect of a group of 
independent variables on a dependent variable. It is a useful indicator of the worthiness 
of a model. According to Cohen (1988), 𝑓2 values of 0.02, 0.15 and 0.35 represent small, 
medium and large effect sizes. The 𝑓2 values are measured using the formula 𝑓2 =  
𝑅2
1−𝑅2
. 
The 𝑓2 values for the Consumer Satisfaction, Social Influence and Trust models are 
0.608, 2.211 and 4.926 respectively, which means they all have a large effect size. 
The SmartPLS software also computes a criteria of predictive relevance known as 𝑄2 
(Geisser 1974; Stone 1974). Predictive relevance is a measure of the usefulness of a model 
for predictive purposes. This is important in contexts where predictions from the model 
could be applied in practical situations. The range of this statistic is between 0 and 1, 
where values closer to 1 indicate better predictive relevance. The 𝑄2 values for Consumer 
Satisfaction, Social Influence and Trust are 0.318, 0.498 and 0.679 respectively. This 
means these constructs have moderate, substantial and strong levels of predictive 
relevance. After examining the explanatory power of the structural model, the 
significance and relevance of the path coefficients was determined. 
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Table 5.7 shows the strength and direction of the path coefficient between pairs of 
variables and whether the relationships are statistically significant. The bigger the 
magnitude of the coefficient, the stronger is the relationship. If a p-value associated with 
a relationship is less than 0.05 then the relationship between the pair can be considered 
statistically significant. Similar interpretations apply to the indirect and total effects 
mentioned between pairs of variables in Tables 5.8 and 5.9. 
Table 5.7: Path coefficients 
Relationship Path Coefficient (β) *P-Values 
Communication  Trust –0.017 0.474 
Information Quality  Trust 0.347 <0.001 
Long-Term Orientation  Social Influence –0.019 0.619 
Reputation  Trust 0.189 0.004 
Social Influence  Consumer Satisfaction 0.275 <0.001 
Transaction Safety  Trust 0.018 0.574 
Trust  Consumer Satisfaction 0.379 <0.001 
Trust  Social Influence 0.224 <0.001 
Word-of-Mouth  Social Influence 0.634 <0.001 
Word-of-Mouth  Trust 0.463 <0.001 
Note: *P < 0.05 (two-tailed) 
Table 5.7 shows that Trust is the strongest predictor of Consumer Satisfaction (β = 0.379). 
The strongest predictor of Trust is Word-of-Mouth (β = 0.463), and the strongest predictor 
of Social Influence is also Word-of-Mouth (β = 0.634). 
Table 5.8: Indirect effects 
Relationship Path Coefficient (β) *P-Values 
Communication  Consumer Satisfaction –0.008 0.474 
Communication  Social Influence –0.004 0.483 
Information Quality  Consumer Satisfaction 0.154 <0.001 
Information Quality  Social Influence 0.078 0.002 
Long-Term Orientation  Consumer Satisfaction –0.005 0.630 
Reputation  Consumer Satisfaction 0.083 0.011 
Reputation  Social Influence 0.042 0.038 
Transaction Safety  Consumer Satisfaction 0.008 0.548 
Transaction Safety  Social Influence 0.004 0.576 
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Relationship Path Coefficient (β) *P-Values 
Trust  Consumer Satisfaction 0.061 0.006 
Word-of-Mouth  Consumer Satisfaction 0.379 <0.001 
Word-of-Mouth  Social Influence 0.103 <0.001 
Note: *P < 0.05 (two-tailed) 
An analysis of the indirect effects indicates that of all the relationships, the effect of 
Word-of-Mouth on Consumer Satisfaction is the most significant (β = 0.379). This is 
followed by the effect of Information Quality on Consumer Satisfaction (β = 0.154) and 
the effect of Word-of-Mouth on Social Influence (β = 0.103). 
Table 5.9: Total effects for overall sample 
Relationship Path Coefficient (β) P-Values 
Communication  Consumer Satisfaction –0.008 0.474 
Communication  Social Influence –0.004 0.483 
Communication  Trust –0.018 0.474 
Information Quality  Consumer Satisfaction 0.154 <0.001 
Information Quality  Social Influence 0.078 0.002 
Information Quality  Trust 0.348 <0.001 
Long-Term Orientation  Consumer Satisfaction –0.005 0.630 
Long-Term Orientation  Social Influence –0.019 0.619 
Reputation  Consumer Satisfaction 0.083 0.011 
Reputation  Social Influence 0.042 0.038 
Reputation  Trust 0.189 0.004 
Social Influence  Consumer Satisfaction 0.276 <0.001 
Transaction Safety  Consumer Satisfaction 0.008 0.548 
Transaction Safety  Social Influence 0.004 0.576 
Transaction Safety  Trust 0.018 0.574 
Trust  Consumer Satisfaction 0.441 <0.001 
Trust  Social Influence 0.222 <0.001 
Word-of-Mouth  Consumer Satisfaction 0.379 <0.001 
Word-of-Mouth  Social Influence 0.737 <0.001 
Word-of-Mouth  Trust 0.462 <0.001 
Based on the hypotheses in the research model, an analysis of the total effects indicates 
that Trust has the strongest effect on Consumer Satisfaction (β =. 441), followed by the 
effect of Word-of-Mouth on Consumer Satisfaction (β =.379). Overall, Table 5.10 
displays the results of all testing on the hypothesised relationships. 
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5.6.1 Results of all hypothesised relationships 
Table 5.10: Summary of hypothesis testing 
Hypothesis Description aβ Mean Std. Error bT-Statistics *P-values Result 
H1 
A positive association exists 
between the level of trust and 
consumer satisfaction in social 
commerce. 
0.379 0.378 0.071 5.365 0.00 Supported 
H2 
A positive association exists 
between the type of social 
influence and consumer 
satisfaction in social commerce. 
0.276 0.274 0.067 4.132 0.00 Supported 
H3 
A positive association exists 
between trust and social 
influence in social commerce. 
0.222 0.222 0.059 3.818 0.00 Supported 
H4 
A positive association exists 
between type of communication 
and trust in social commerce. 
–0.018 –0.012 0.025 0.694 0.488 Not Supported 
H5 
A positive association exists 
between the quality of 
information on social commerce 
websites and trust in social 
commerce. 
0.348 0.341 0.058 5.976 0.00 Supported 
H6 
A positive association exists 
between the company’s 
0.189 0.194 0.066 2.863 0.006 Supported 
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Hypothesis Description aβ Mean Std. Error bT-Statistics *P-values Result 
reputation and the level of trust 
in social commerce. 
H7 
A positive association exists 
between the level of transaction 
safety and trust in social 
commerce. 
0.018 0.025 0.034 0.524 0.6 Not Supported 
H8 
A positive association exists 
between the level of WOM and 
trust in social commerce. 
0.462 0.459 0.044 10.415 0.00 Supported 
H9 
A positive association exists 
between the level of WOM and 
social influence in social 
commerce. 
0.634 0.633 0.053 11.926 0.00 Supported 
H10 
A positive association exists 
between the level of long-term 
orientation and social influence 
in social commerce. 
–0.019 –0.012 0.039 0.487 0.626 Not Supported 
Notes: (i) aβ = path coefficient; (ii) bt-statistics > 1.96 are significant at p < 0.05 (two-tailed); (iii) *significant at the 0.05 level (two-tailed) 
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5.7 Summary 
This chapter presented the data analysis procedures used to evaluate the conceptual 
framework using PLS path modelling. SmartPLS software was used to calculate the 
factors that explain consumer satisfaction in SC. The measurement and structural models 
were developed and tested. Confirmatory factor analysis was used to assess the 
measurement model, which was adjusted according to the established guidelines to 
confirm reliability and validity. It demonstrated satisfactory reliability and validity. Based 
on the measurement model analysis, the structural model was evaluated. The path 
coefficients and indirect effects were used for testing the individual hypotheses 
formulated for this research, the results of which are described in Table 5.10. The 
following chapter discusses the results by linking the results to the research objectives 
and the reviewed literature. 
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Chapter 6: Findings and Discussion 
6.1 Introduction 
This study aimed to enhance the understanding of factors that contribute to consumer 
satisfaction in the context of SC. This chapter interprets and discusses the statistical 
results presented in Chapter 5. 
The rest of the chapter is organised in 11 subsections. The two key hypotheses of the 
study; that is, the association between trust and social influence on consumer satisfaction, 
are discussed in Sections 6.2, 6.3 and 6.4. The factors that contribute to trust in SC are 
discussed in Sections 6.5, 6.6, 6.7, 6.8 and 6.9. This is followed by an elaboration of the 
antecedents of social influence in Sections 6.10 and 6.11. A summary is provided in 
Section 6.12 to conclude the chapter. 
6.2 The Role of Trust on Consumer Satisfaction 
There are two main arguments concerning the relationship between trust and consumer 
satisfaction. A small number of researchers (Flavián, Guinalíu & Gurrea 2006; Kassim & 
Abdullah 2010; Kim, K., Shin & Kim 2011) argue that consumer satisfaction contributes 
to trust. By contrast, most researchers (Alshibly 2015; Anderson, RE & Srinivasan 2003; 
Bauer, Grether & Leach 2002; Hajli, M 2012a; Kim, Dan J, Ferrin & Rao 2003) posit that 
trust is a necessary, if not sufficient, precondition to consumer satisfaction. In this 
research, we followed the second line of argument and, drawing from the trust theory and 
previous research in consumer satisfaction (Fang, Y-H, Chiu & Wang 2011; Shiau & Luo 
2012), hypothesised the following: 
H1:  A positive association exists between trust and consumer satisfaction in 
social commerce. 
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A significant positive relationship (β = 0.379, t = 5.365, p < 0.05) was identified between 
trust and consumer satisfaction; thus, Hypothesis 1 is supported. This finding is consistent 
with the view of researchers reporting a strong relationship between trust and consumer 
satisfaction in general (Alshibly 2015; Anderson, RE & Srinivasan 2003; Bauer, Grether 
& Leach 2002; Hajli, M 2012c; Kim, Dan J, Ferrin & Rao 2003), and in e-commerce in 
Saudi Arabia in particular Eid (2011). 
The results of this study imply that Saudi consumers, like consumers elsewhere, perceive 
that their positive experience with SC vendors is influenced by the vendors’ assurances 
of meeting their expectations of the safety of personal and payment-related information, 
as well as the security of the transaction environment. This means satisfaction occurs not 
only when consumers use a product and find that it meets their needs but also when they 
believe that the platform is secure to use and the information provided during the course 
of the transaction will remain safe. This was reflected in a question (Q5) used to measure 
trust in this study: ‘Overall, SC sites that I use keep their promises of security.’ When this 
positive experience occurs repeatedly, it builds consumer trust, which ultimately leads to 
a higher level of consumer satisfaction. 
Information safety, which concerns how well the personal details of customers are kept 
confidential, is another aspect of trust investigated in this study. Saudi consumers are very 
reluctant to use SC sites that do not provide high-level guarantees to keep the privacy of 
personal and credit card details safe. This was demonstrated in the response to survey 
question number 4, where 21% of respondents are not prepared to give private 
information, such as phone number and address, to SC sites. This means SC vendors 
targeting Saudi consumers need to dispel the perceived risk of using consumers’ details 
for other purposes by presenting clear and transparent statements and indicators 
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describing how, by whom, where and when consumers’ personal details are to be stored, 
shared and used. Addressing this perceived risk contributes to a belief that the sites are 
trustworthy. 
Another aspect of trust that was tested in this research concerned whether SC sites kept 
their promises. Responses to direct statements regarding security and privacy were sought 
to measure trust in question number 5 (Q5). Belanger, Hiller and Smith (2002) note that 
consumers rely on their perceptions of trustworthiness when asked to provide private 
information. If any risk is perceived in giving such information, they will rate the sites’ 
trustworthiness as low or negative. In the present research, such a risk was perceived by 
respondents. Although issues such as the privacy and safety information of sites exist, 
three strategies of enhancing trustworthiness are suggested by Egger (2001), who studied 
customer service online interaction and order fulfilment in terms of keeping promises. 
The results showed that trust is enhanced when promises are kept, and this leads to 
satisfaction. Thus, trustworthiness contributes to trust. 
When shopping online, a positive experience with a particular online store implies that 
the seller will keep his promise to the customer concerning the transaction. Violation of 
this promise to deliver the ordered item to the correct place on time and in good condition 
is likely to result in a negative experience for the customer and a corresponding loss of 
trust in the online store. The findings of Mutz (2005) support keeping promises as an 
element of trust, which also supports the findings of this study. 
The relationship of trust with consumer satisfaction has many elements, the first being 
that trust is dynamic. Trust levels may change over time if a once reliable SC site begins 
to regularly deliver a poor shopping experience, such as repeated unavailability of 
advertised goods or constant delays with deliveries. This aspect is highlighted by the 
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findings of Fang, Y et al. (2014). Moreover, just as trust is dynamic, the relationship 
between trust and consumer satisfaction is also dynamic. The higher the level of trust a 
consumer has in the SC site, the greater is the expectation and experience of satisfaction 
when the goods are delivered on time and as ordered. The lower the level of trust a 
consumer has in the SC site, the less likely the customer is to expect customer satisfaction, 
which may lead to avoiding the site altogether. 
The second element is how firms use the relationship between trust and satisfaction to 
their business advantage. Two types of institutional mechanisms are used by firms to 
enhance the relationship between trust and satisfaction to their benefit. One mechanism 
is to use well-known social network platforms, such as LinkedIn and Twitter. According 
to Hajli, M, Hajli and Khani (2013), businesses become successful when they are able to 
develop trust among consumers using online platforms. Increasing sales revenue and, 
thus, profit is the measure of success, and this is possible only when there are repeat 
purchases by numerous consumers. SC online platforms, such as Facebook commerce, 
are used by many firms in this way. The second type of institutional mechanism is when 
a company sets up its own social network platform. Füller et al. (2006) note that many 
companies, including Procter & Gamble, have established their own SC platforms to 
enhance their relationship with consumers and thereby encourage the development of 
trust in their company’s networks. 
The third element in the relationship of trust with consumer satisfaction is the strategic 
importance of trust in SC, as consumers perceive there is higher risk involved in e-
commerce transactions than in traditional shopping methods. In e-commerce situations, 
consumers face an uncertain environment because they have to reveal their information 
to these sites. According to the social exchange theory, trust is the basis of people’s 
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participation in financial transactions (Esmaeili et al. 2015). However, consumers who 
trust e-commerce may not always trust SC. According to Bansal and Chen (2011), 
consumers are more likely to trust e-commerce sites, such as Amazon or eBay, than SC 
sites, such as Facebook commerce or OpenSky. However, SC users are more likely to 
trust SC sites whose reputation, size, information quality and communication features can 
satisfy them. 
One solution for service dereliction is to complain to the seller. If appropriate action is 
not taken by the seller or the seller refuses to act, the consumer can complain to the 
relevant consumer protection groups. In turn, consumer protection groups should watch 
for any violations of trust by SC sites that will affect consumer satisfaction. The erring 
SC sites need to be brought to public scrutiny and, possibly, legal action taken against 
them. Government and regulatory agencies need to take action when issues related to trust 
are brought to their attention. 
6.3 The Impact of Social Influence on Consumer Satisfaction 
In this study, it is argued that the consumers’ satisfaction when they use SC sites is 
affected by social influence. Many researchers (Bhattacherjee 2000; Swan & Oliver 1989; 
Wu, H-L & Wang 2011; Yoon, B 2016) claim that social influence contributes to 
consumer satisfaction. From the social influence theory and previous literature in social 
influence (Alshibly 2015), hypothesised the following: 
H2:  A positive association exists between social influence and consumer 
satisfaction in social commerce. 
As a result of the testing, a significant and positive relationship (β = 0.276, t = 4.132, p < 
0.05) was demonstrated between the level of social influence and consumer satisfaction. 
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This indicates that an increase in the level of social influence results in an associated 
increase in consumer satisfaction. Therefore, Hypothesis 2 is supported. This finding is 
in line with the view of other researchers reporting a strong relationship between trust and 
social influence (Dikow et al. 2015; Dwyer, C, Hiltz & Passerini 2007; Gefen & Straub 
2004; Tsai & Ghoshal 1998). A four-nation cross-national study by Bianchi et al. (2017) 
also reveals that consumers’ communication and online social interaction propensity are 
associated with consumer satisfaction. Wang, W-T, Wang and Liu (2016) note the 
triggering effect of the social interactions of satisfied consumers to induce new customers 
to purchase from the same organisation. The views of early adopters of SC sites and 
trusted persons, rather than strangers, are used as recommendations for sites (Dasgupta 
2013; Feinman & Lewis 2013; Heinemann & Gaiser 2014; Kim, DJ & Srivastava, J 
2007). Popular online web communities, such as Facebook, and social WOM build trust 
among consumers and influence their purchase behaviour (Hajli, M, Hajli & Khani 2013; 
Kim, DJ & Srivastava, J 2007; Marsden & Chaney 2013). Additionally, an increase in 
social influence increases consumers’ satisfaction when they use e-commerce sites 
(Bhattacherjee 2000; Swan & Oliver 1989; Venkatesh & Morris 2000). 
The results of this study indicate that Saudi consumers perceive that they become satisfied 
with their experience with SC vendors when they are influenced by others, such as 
relatives and friends. This was reflected in an item used to measure social influence in 
this study: ‘When I face difficulties in investigating products or services, some people on 
the s-commerce sites provide help and support.’ When this positive experience occurs 
repeatedly, it creates consumers’ confidence as regards others who have experience, 
which ultimately leads to increase in the level of consumer satisfaction. This finding 
means that trusting influential people might have played an interactive role in the 
relationship between social influence and customer satisfaction. 
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The aspect of honesty was reflected in an item that measured social influence in this 
research: ‘When I read reviews and comments about products/services, I feel that people 
express their experiences with a high level of honesty.’ For Saudi consumers, honesty is 
essential when sharing reviews and experiences on SC sites, since other consumers may 
rely on this information when making purchasing decisions. This is expressed by Wang, 
W-T, Wang and Liu (2016), who argue that community members play an important role 
in relation to consumer satisfaction. Saudi consumers’ responses to the questions in the 
study concerning social influence were positive, and the effect of social influence on 
consumer satisfaction was strong. 
There are two implications of the relationship found in this study between social influence 
and consumer satisfaction. First, greater social influence and, therefore, business 
advantage can be achieved by firms if they enhance their SC sites. Increasing the 
enjoyment aspect of the sites may motivate new customers to read the evaluations of the 
products on offer left by existing consumers. 
Second, the results of this study reveal that SC businesses should seek to increase the 
number of positive reviews and comments left by customers who have previously made 
purchases. Consumers seeking to buy unfamiliar products can be heavily influenced by 
reading about the experiences of others with those products. They may also gain greater 
satisfaction from their purchases. This is consistent with the view that consumers gain 
social support from different factors, such as recommendations, referrals, ratings and 
reviews, as stated by Venkatesh and Morris (2000). 
6.4 The Effect of Trust on Social Influence 
In this research, it was anticipated that trust in SC is among the key factors that contributes 
to social influence. As a result, the third hypothesis proposed was as follows: 
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H3:  A positive association exists between trust and social influence in social 
commerce. 
The path coefficient for the relationship between trust and social influence was calculated 
to have a positive value (β = 0.222, t = 3.818, p < 0.05); therefore, Hypothesis 3 is 
supported. This finding is in line with the view of other researchers reporting a strong 
relationship between trust and social influence (Dikow et al. 2015; Dwyer, C, Hiltz & 
Passerini 2007; Gefen & Straub 2004; Tsai & Ghoshal 1998). In addition, Chiu, Hsu and 
Wang (2006) indicate that trust is an important factor when considering the quality of 
knowledge shared by individuals in an SC community. 
Socialising was an aspect that measured social influence in this study and it was reflected 
by one of the items that measured social influence: ‘I enjoy socialising with others when 
I shop from s-commerce sites.’ For Saudi respondents in this study, trust in social network 
communities is often affected by social interactions and can lead to the purchase of 
products. Trust also increases the effectiveness of social recommender systems in helping 
consumers to purchase from social network sites, as demonstrated by Li, Wu and Lai 
(2013), Hsiao et al. (2010). Guo, Wang and Leskovec (2011) actually quantified the value 
of trust, by basing it on the increased seller ratings that resulted from high levels of trust 
increasing the effectiveness of social influence on recommender systems, which was 
associated with product price premiums. Trust clearly plays an important role in social 
influence and also, therefore, in consumer satisfaction. 
Another aspect is when people on SC sites provide help to consumers when they want to 
make their purchase decision. This has been reflected in a question used to measure social 
influence in this study, question 52: ‘When I face difficulties in investigating products or 
services, some people on the s-commerce sites provide help and support.’ In this study, 
 151 
Saudi consumers indicated that they may trust people who provide help regarding product 
choices and suggestions regarding their experiences, and that may lead to making a 
purchase decision. This is supported by Cheng et al. (2017), who claim that creating and 
sharing information with others is positively associated with trust, leading to social 
interaction and helping consumers to purchase their desired products. 
Two implications of the effect of trust on social influence can be deduced from the 
findings. An implication is that trust is required. The association between trust and social 
influence is grounded in this aspect. It is logical that the relationship between trust and 
social influence would be at least as strong in the SC context as it is for traditional e-
commerce, and probably even stronger, owing to the importance of information sharing 
on these platforms. Consumers will have a higher level of trust in SC when they perceive 
that the information received from surrounding people or from the people with whom 
they interact on SNSs is correct (Dikow et al. 2015; Josang, Ismail & Boyd 2007). 
The other implication is that companies should take steps to foster trust to increase their 
social influence and gain greater numbers of loyal customers. While interacting in social 
sites, consumers need to guard themselves against manipulated methods of social 
influence and desist from trusting such social influences. Consumer rights groups need to 
be alert towards manipulation by firms to unduly influence consumers through their 
vulnerability to social influence and trust. Further, government and regulatory agencies 
need to be vigilant and take action against firms erring in this respect. 
6.5 The Influence of Communication on Trust 
In this study, it is argued that communication has an impact on consumers’ trust when 
they use SC sites. As a result, the fourth hypothesis proposed was as follows: 
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H4:  A positive association exists between communication and trust in social 
commerce. 
It may be logical to assume that good communication develops trust and trust develops 
good communication; however, this hypothesis was not supported (β = −0.018, t = 0694, 
p > 0.05). This result is contrary to that of the majority of literature, which supports the 
relationship between communication and trust (Cheng et al. 2017; Kim, S & Noh 2012; 
Kim, S & Park 2013; Moorman, Zaltman & Deshpande 1992; Park, C & Kang 2003), but 
is in line with the results obtained by Liao, Palvia and Lin (2006). Since the items of both 
constructs were adopted from SC literature, the hypothesis might be rejected when 
applied to the Saudi context. 
Jin, Yong Park and Kim (2008) argue that in online shopping environments consumers 
must rely on the information provided by websites about products or services because 
there is limited firsthand information; therefore, communication is a key factor that 
influences consumer trust in SC. The survey used in this study sought responses to an 
item that measured communication; for example, in Q7 ‘SC sites consider my feedback 
on their services.’ Companies can add features such as feedback, live chatting and online 
assistance to bolster the consumer’s trust (Kim, S & Noh 2012). Since customers have an 
inherent distrust of online commerce, Kim, S and Park (2013) emphasise the role that 
communication can play in overcoming this distrust. Saudi consumers may have had bad 
communication experiences with SC sites after giving feedback. Consequently, this 
hypothesis was rejected. 
An important aspect of trust in this study is information safety. This was reflected in 
responses to two of the questions (Q3 and Q4) used to measure trust: ‘I am not willing to 
give my credit card details to certain social commerce sites’ and ‘I am not prepared to 
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give private information, such as phone number and address, to social commerce sites.’ 
People may not be willing to interact with a site if it is not safe and does not guarantee 
privacy. According to Gefen and Straub (2004), lack of personal information exchange, 
especially in the case of one-time transactions, can affect trust. Hassan, Toland and Tate 
(2016) find that virtual community relationships lead directly to the development of trust 
in the vast majority of cases, demonstrating that relationships within the virtual 
community are critical to the development of trust. The results obtained by this study 
would indicate that the level of communication within the SC sites visited by the 
respondents was too low to influence trust. 
In conclusion, the responses from this study produced a negative result on the variables 
of trust and communication since the respondents did not have enough trust and were 
worried about their information safety. By contrast, the response to all items dealing with 
communication indicated positive results. This means that even if the respondents 
communicated well with others, the result could have been a reflection of their low level 
of trust in SC sites rather than a reflection of how well SC communities communicate. 
This mistrust may have acted as a barrier against developing greater trust through 
communication. This mismatch explains the lack of support for the hypothesis. 
6.6 The Relationship Between Information Quality and Trust 
In this research, it was proposed that the information quality provided by SC sites has a 
positive impact on consumers’ trust in SC. Therefore, the fifth hypothesis formulated was 
as follows: 
H5:  A positive association exists between information quality and trust in 
social commerce. 
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The results revealed that a significant positive relationship (β = 0.348, t = 5.976, p < 0.05) 
exists between information quality and trust. Therefore, Hypothesis 5 is supported. 
The results of this study show that increasing the information quality on SC sites can 
increase consumer trust in the sites and thereby have a positive influence on consumer 
purchase behaviour. This finding is consistent with the views of other researchers who 
find that a significant direct relationship exists between information quality and trust 
(Cheng et al. 2017; Fung & Lee 1999; Kim, Dan J., Ferrin & Rao 2009; Kim, K., Shin & 
Kim 2011; Kim, S & Noh 2012; Kim, S & Park 2013; Liao, Palvia & Lin 2006). 
According to Hajli, M (2012c), trust is an antecedent of information seeking related to 
SC. This current study has shown that information quality is an antecedent of trust, which 
is represented by the hypothesis put forward. 
In this research, Saudi consumers’ opinions regarding the information quality of SC sites 
used were measured by the responses to the statements in Q15 and Q16: ‘Social 
commerce sites provide sufficient information when I try to make a transaction’; ‘High-
quality information is provided on s-commerce sites that I use’; and ‘The s-commerce 
sites provide information at the right level of detail’. The results showed that Saudi 
consumers will trust an SC website when shopping for a product or service as long as the 
site provides clear, detailed and accurate information. This result serves to reinforce the 
findings of existing studies that show quality of information is crucial to building trust in 
the SC environment. Information quality, consisting of accuracy, correctness, usefulness 
and timeliness, is a contributing factor to trust according to Pavlou and Fygenson (2006) 
and Fung and Lee (1999) claim that quality and accuracy are essential elements that 
impact the level of trust. 
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An implication of the relationship between information quality and trust is the expectation 
that information quality can indirectly influence a company’s overall success. The present 
research suggests that because information quality affects trust and trust affects consumer 
satisfaction, information quality can also indirectly influence consumer satisfaction. It 
can attract a wider range of users to a site (Yang et al. 2005) and is linked to business 
profitability, quality of decisions and performance, the perceived benefits of information 
systems and the level of system usage (Liu, C, Arnett & Litecky 2000). 
A further implication is that when companies have their own social sites, they must ensure 
that only high-quality, reliable information is created and shared. Companies making 
false claims about their products will soon be exposed by the online social interaction 
they themselves encourage. Consumers also should be alert regarding the quality of 
information being presented and take care to check for others’ reviews and comments. 
6.7 The Effect of Reputation on Trust 
According to Park, JungKun, Gunn and Han (2012), a company’s reputation is essential 
to create a strong relationship with its customers and provide them better service quality 
and high level of care. Therefore, the consumers’ trust will increase as well. In this study, 
it was anticipated that reputation in SC is a key factor that contributes to trust. As a result, 
the sixth hypothesis developed to explain this relationship was as follows: 
H6:  A positive association exists between reputation and trust in social 
commerce. 
The hypothesis testing revealed that a significant and positive relationship (β = 0.189, 
t = 2.863, p < 0.05) exists between the reputation of an SC company and the level of trust 
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held in that company. In other words, the better a company’s reputation, the greater is the 
degree of trust held. Therefore, Hypothesis 6 is supported. 
The test result is consistent with those of previous literature (Beldad, De Jong & 
Steehouder 2010; Casalo, Flavián & Guinalíu 2007; Füller & Matzler 2007; Jarvenpaa, 
SL, Tractinsky & Saarinen 1999; Kim, Dan J., Ferrin & Rao 2009; Kim, S & Park 2013; 
Wu, J-J & Chang 2006). In their studies, Fung and Lee (1999) and Koufaris and Hampton-
Sosa (2004) claim that reputation is associated with initial trust. According to Metzger 
(2004), there is a measurable association between trust and the reputation of a company. 
In this research, different aspects of reputation were investigated. Concern and honesty 
were measured by the questions (21 and 24): ‘The s-commerce sites that I use are known 
to be concerned about their customers’ and ‘The s-commerce sites that I use are known 
for being honest with customers’. Saudi consumers revealed that being honest and 
showing concern for consumers is in the best commercial interests of SC sites and thus 
becomes economic activity. In this regard, Park, Jongchul, Lee and Kim (2014) observe 
that revealing the economic and legal activities related to corporate social responsibility 
improves a company’s reputation and enhances consumer trust. Even if not related to 
corporate social responsibility, honesty is integral to conducting legally sound activities. 
Another aspect of reputation that was tested was the level of awareness generally held of 
the sites being used. This was measured by obtaining responses to the statement, ‘The s-
commerce sites that I use are well known’. According to Teo and Liu (2007), there is a 
significant positive correlation between well-known firms and consumer trust. In the case 
of sustainable products, disclosures such as information on brands and certifications held 
improve a company’s reputation, which increases trust (Zhang et al. 2016). Saudi 
consumers seek well-known SC sites since they consider that these sites have been used 
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extensively by others and created a good reputation over the years. In particular, it is 
essential for them to trust well-reputed SC sites and feel secure and safe about their online 
transactions and other activates. 
There are some implications of the relationship between reputation and trust. The mistrust 
with the SC sites should be strictly managed. A slight mistrust, even if the sites provide 
information safety, keep personal information of customer safe and keep their promises, 
may lead to a bad reputation because of other causes, as was shown above. If the mistrust 
is not managed well, efforts to enhance reputation might misfire. 
The results of the present study confirm the importance of reputation in the SC context. 
This suggests that for the study participants, information about a company obtained from 
ratings and reviews is a significant factor when considering making a purchase. A 
company’s reputation is a direct reflection of its trustworthy traits, including its 
willingness to provide customers with honest information and excellent customer service 
in the event of a problem with a product or service. If all the ingredients of reputation are 
in place, trust will also be high. 
6.8 The Impact of Transaction Safety on Trust 
In this research, transaction safety was considered a factor that has a positive impact on 
trust. Transaction safety plays a critical role in trust by giving consumers a high level of 
security during their transactions in SC, since online environments lack face-to-face 
interactions. Drawing from the previous research on transaction safety and trust (Cheng 
et al. 2017; Kim, Yeolib & Peterson 2017), this research hypothesised the following: 
H7:  A positive association exists between transaction safety and trust in social 
commerce. 
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Interestingly, the results (β = 0.18, t = 0.6, p > 0.05) did not support the hypothesis and 
are contrary to the findings of most previous research. This was because the items of both 
constructs were adopted, reworded and used in a different context. According to 
Chellappa and Pavlou (2002), Cheng et al. (2017), Kim, Dan J., Ferrin and Rao (2009), 
Kim, S and Park (2013) and Kim, Yeolib and Peterson (2017), transaction 
safety/information security does positively affect trust, and a strong correlation exists 
between transaction safety and trust in the case of internet banking (Yousafzai, Pallister 
& Foxall 2009). All of the components needed to give the perception of a high level of 
internet transaction safety, including perceived privacy protection, were highly correlated 
with trust. 
One statement in the survey was designed to gather responses concerning the transaction 
safety of the SC sites used by the respondents: ‘The transactions on s-commerce that I 
use are totally secure.’ It shows that 33% of the Saudi consumers disagreed with the 
statement and perceive flaws in the transaction safety of the sites they use. This may be 
owing to a perceived lack of security in terms of maintaining the confidentiality of their 
personal information or in protecting their payment details. With such low levels of 
perceived transaction safety, there should not be a high level of trust in the sites; however, 
the response ratings for trust indicated otherwise—the respondents do trust these sites. 
The single piece of external evidence for this finding was the negative association 
between perceived internet privacy risk and trust noticed by Dinev and Hart (2006). 
If there is no perceived relationship between transaction safety and trust, the question 
arises about whether firms should concern themselves with maintaining high levels of 
transaction safety. It also seems to indicate that consumers will trust a site enough to make 
purchases, even if there is no transaction safety. The overall lack of consistency in the 
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findings may reflect the fact that consumer knowledge of transaction safety is limited, 
and consumers rarely research transaction safety practices before making a purchase. 
While the contradictory result also raises the question of why the respondents trust these 
SC sites if they do not feel they are secure, the answers do not fall within the scope of this 
research. 
Notwithstanding the findings of this study, transaction safety features prominently in the 
SC literature. Transaction safety issues are very important, and SC sites should provide 
the maximum possible security to encourage a high level of customer trust. 
6.9 The Influence of Word-of-Mouth on Trust 
In this thesis, WOM was considered a very important factor that has a positive impact on 
consumers’ trust when they use SC sites. Therefore, the eighth hypothesis put forward 
was as follows: 
H8:  A positive association exists between word-of-mouth and trust in social 
commerce. 
A significant positive relationship (β = 0.462, t = 10.415, p < 0.05) was found to exist 
between the two variables; therefore, the results of this study support the hypothesis. This 
means that increasing levels of WOM increases the level of trust felt towards an SC site. 
The overall responses for the WOM items in the survey indicated a tendency towards 
increasing agreement. The finding of this hypothesis is in line with those of previous 
research that has shown a strong relationship between WOM and trust, such as Brown 
and Reingen (1987), Kassim and Abdullah (2010), Kim, S and Park (2013) and Hajli, M, 
Hajli and Khani (2013). In a study on the gender effect of the relationship between WOM 
and trust, Awad and Ragowsky (2008) find that WOM had a signiﬁcantly positive effect 
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on online trust for both men and women. For men, the presence of an online WOM system 
on a retailer site contributed more to the perceived trust of an online vendor than for 
women. 
Different aspects were used to measure WOM in this study, with one being encouraging 
friends and another being recommending SC sites. These were investigated by seeking 
responses to the following statements: ‘I would encourage friends and relatives to buy 
from s-commerce sites that I use’ and ‘Overall, I recommend the s-commerce sites that I 
use to anyone who seeks my advice’. From the results, it can be determined that Saudi 
consumers are engaged in positive WOM activities. A typical example of this is when 
they hear about positive buying experiences and proactively shares with the others. The 
results also indicate the importance of the relationship between WOM and trust, as shown 
by Chow and Shi (2014), Lien and Cao (2014), Shi and Chow (2015) and Cheng et al. 
(2017). Further, Hajli, M, Hajli and Khani (2013) reveal that WOM components 
consisting of social commercial constructs—recommendations and referrals, ratings and 
reviews and forums and communities—are all related to trust. 
An implication of the relationship between WOM and trust is that positive WOM is 
extremely important if a business wishes to be perceived as trustworthy by potential 
customers. Attracting new, and retaining existing, customers is necessary to enhance sale 
revenues and profitability. The significant connection between these constructs is already 
known to business owners, and many are turning to SC websites to position themselves 
as trustworthy through the use of electronic WOM (Chow & Shi 2014). 
These research results confirm that the efforts by a business to create positive WOM may 
lead directly to increased trust and indirectly to increased consumer satisfaction. Negative 
WOM can have the diametrically opposite effect, and SC firms need to be vigilant in their 
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monitoring of reviews and comments from customers. Any negative feedback requires an 
immediate online response, and steps must be taken to rectify the problem to maintain 
consumer trust in the company. 
6.10 The Role of Word-of-Mouth on Social Influence 
As explained previously in this thesis about the importance of the relationship between 
WOM and social influence, and based on the previous research on WOM and social 
influence (Chow & Shi 2014; Lee, Y & Kwon 2011), this research hypothesised the 
following: 
H9:  A positive association exists between word-of-mouth and social influence 
in social commerce. 
For the relationship between WOM and social influence, the hypothesis testing produced 
a significant and positive result (β = 0.634, t = 11.926, p < 0.05) indicating that an 
increase in WOM is directly linked to an increase in social influence. Therefore, 
Hypothesis 9 is supported. This finding is supported by existing literature that reports a 
strong relationship between WOM and social influence (Amblee & Bui 2011; Chow & 
Shi 2014; Lee, Y & Kwon 2011; Maxham 2001). According to the research results, Saudi 
consumers found that WOM is important to influence their decision to buy from SC sites. 
This demonstrates that Saudi consumers are engaged in spreading positive WOM about 
the sites they use, which has a positive social influence on their listeners. The effect of 
positive WOM on social influence is indicated in the results of Lee, Y and Kwon (2011), 
who used both surveys and interviews, and WOM communication via online customer 
reviews acts as routes for social influence according to Amblee and Bui (2011). From 
their results on the study of electronic WOM on Twitter, Jansen et al. (2009) noted that a 
Twitter community with a small number of active tweeters and a large number of 
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followers can exert significant social influence on consumer decisions. Therefore, 
according to Bakshy et al. (2011), controlling and making use of WOM discussions can 
only be reliably done through strategies directed towards a large numbers of potential 
inﬂuencers on Twitter, which can help capture average effects. According to Awad and 
Ragowsky (2008), both the ability to post information on social websites and to have 
responsive interactions, which are components of social influence, are associated with 
WOM. 
Many aspects of WOM were measured in this study, including providing information, 
encouraging others and saying positive things about SC sites. These were measured by 
the responses to the following statements: ‘I would provide others with information on s-
commerce sites that I use’; ‘I would encourage friends and relatives to buy from s-
commerce sites that I use’; and ‘I say positive things about the s-commerce sites that I 
use to other people’. For the purposes of this study, WOM is concerned with methods of 
communicating with others about buying experiences and the performance of products 
and services offered by SC sites. Saudi consumers found that such information helps 
others to decide whether to buy a particular product and whether to buy it from a particular 
site. From this relationship between WOM and social influence, it can be surmised that 
WOM is an activity of the message giver that socially influences the message receiver. 
Therefore, WOM becomes the cause and social influence becomes the effect. This cause–
effect relationship was clearly expressed in the pathway, and thus, the hypothesis is 
supported. Sohn (2009) shows that moderated mediation of the impact of information 
valence in network structures affects an individual’s WOM behaviour via social 
coherence of the community. Unless social coherence exists in the community, which is 
provided by the SC site structure through ratings and reviews, WOM will not be effective 
in exerting social influence. Thus, based on the results, Saudi consumers consider WOM 
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as an essential factor that affects the community, exerts social influence and influences 
consumers’ decision-making. 
Other aspects of social influence were investigated, including perceptions about the 
honesty of reviews and comments, and the likelihood of consumers following social 
influencers. These were measured in this study by these questions (54 and 57): ‘When I 
read reviews and comments about products/services, I feel that people express their 
experiences with a high level of honesty’ and ‘I follow people who influence my 
behaviour and encourage me to buy from s-commerce sites’. The valence and content of 
social influence are affected by WOM and the purchase decisions of consumers which, 
in turn, result in sharing views about products on social platforms, according to Wang, Y 
and Yu (2017). Based on the results of the surveys, Saudi consumers believe and are 
influenced by the WOM they read and are also influenced by specific people to make 
purchases from SC sites. The social influence characteristics of sense of belonging, 
enjoyment in helping others and reputation were the drivers of WOM in the study by 
Cheung and Lee (2012). 
The relationship between WOM and social influence has many implications. One 
implication, which many other studies have also found, is that positive WOM strongly 
increases the likelihood that consumers will be influenced by what they hear. SC 
entrepreneurs are already aware of the crucial importance of exposing potential customers 
to positive evaluations of their products and services Amblee and Bui (2011);Muchnik, 
Aral and Taylor (2013); Steffes and Burgee (2009). The findings of this research confirm 
the significance of WOM. 
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Another implication is that firms should take advantage of the relationship between WOM 
and social influence to create favourable opinion about their products throughout social 
site communities. This will potentially help firms to attract higher volumes of business. 
6.11 The Relationship Between Long-term Orientation and Social 
Influence 
The final hypothesis to be tested involved the relationship between long-term orientation 
and social influence. This tenth proposed hypothesis was as follows: 
H10:  A positive association exists between long-term orientation and social 
influence in social commerce. 
Since this hypothesis was not supported by the results (β = −0.019, t =.487, p < 0.05), this 
indicates that in the case of the sample group, a higher level of long-term orientation does 
not increase the level of social influence. In addition, the items of long-term orientation 
were adopted from a different body of literature, and hence, the hypothesis might be 
rejected when applied to the Saudi context. 
This finding is not in line with the view of other researchers, who reveal the presence of 
significant positive relationships between long-term orientation and social influence 
(Bagozzi & Yi 2012; Goodrich & de Mooij 2014; Kim, Yoojung, Sohn & Choi 2011; 
Pookulangara & Koesler 2011; Wang, CL, Siu & Barnes 2008). 
However, certain studies find that long-term orientation is not related to social influence. 
The relationship between long-term orientation and social influence was tested by Ba and 
Pavlou (2002) in a comparison study between the United States and China. They reveal 
that high long-term orientation was verified for China, but not for the United States and 
the relationship between these two constructs was not strongly supported. According to 
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Hofstede, G (2017), in China, consumers have high long-term orientation unlike US 
consumers, who have relatively short-term orientation. The Chinese have a very 
pragmatic view of the world and believe that truth depends on the context and the passing 
of time. They tend to save and invest, and they show perseverance in relation to achieving 
results. Conversely, those in the United States have the need to establish the truth as soon 
as possible and are normative in thinking. They seek quick results for everything and do 
not save for the future. Saudi Arabia is similar to the United States in this respect; 
therefore, Saudi consumers may not consider long-term orientation relevant in terms of 
social influence. 
In addition, two important aspects of long-term orientation in this study were investigated, 
which were ‘maintain a long-term relationship’ and ‘provisional offers’. These were 
reflected in two of the questions (41 and 44) used to measure long-term orientation: ‘The 
s-commerce sites that I use maintain a long-term relationship with customers when they 
reward them.’ and ‘The s-commerce sites that I use make provisional offers to their 
customers from time to time’. As regards long-term-orientation, SC sites try to reconnect 
with consumers who have shopped with them by promoting special offers and discounted 
prices to gain their loyalty. Based on the results of this study, Saudi consumers may not 
have received offers or rewards from the SC sites they have used, and this is reflected in 
this negative result. Saudi consumers will consider buying from SC sites if they find good 
offers and special prices (Ahmed 2017). This means these sites need to continually offer 
reward programs and special offers to maintain customers’ satisfaction and gain their 
loyalty. Such types of market differentiation based on culture may increase the 
performance of SC sites in Saudi Arabia. These findings define the exact role of long-
term orientation in Saudi Arabian SC sites. 
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Moreover, another aspect that measured social influence in this study was ‘bonding 
experience’. This aspect was reflected in the question (Q56): ‘Shopping from s-commerce 
sites with others is a bonding experience’. The dimension of long-term orientation 
relevant to SC is explained by Wang, CL, Siu and Barnes (2008), and it occurs when 
long-term stable relationships form between parties for these parties to realise the 
perceived long-term benefits of their association. Saudi consumers do not appear to be 
interested in any potential long-term benefit that may arise from a long-term relationship 
with SC businesses. This seems to indicate that their purpose in visiting SC sites is for 
the short-term experience of buying specific products. It may also mean that consumers 
are influenced by different groups of people who tell them of their great purchase 
experiences but find their own experience to be totally different. As a result, when 
consumers have a bad experience on SC sites, they will consider different sites that reward 
them and build a long-term orientation relationship with consumers. This could be 
another reason for the findings not supporting the relationship. 
As an implication of this result, SC sites need to build long-term orientation relationship 
with consumers. This is essential to maintaining customer satisfaction and delivering 
positive shopping experiences. As a result, they may gain their loyalty, which would lead 
to improved business performance. 
6.12 Summary 
The present research largely validated the research model, which shows numerous 
interconnected constructs having both a direct and indirect effect on satisfaction. A 
customer’s overall satisfaction levels are determined both directly, by factors such as 
trust, and indirectly, by factors such as quality of information. Therefore, firms need to 
work towards improving the total shopping experience they offer, including providing 
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accurate, comprehensive information about their goods/services, crafting a positive 
public reputation and ensuring that they receive positive WOM from existing satisfied 
customers. Nevertheless, because some of the hypotheses were not supported, these 
results suggest that more research is needed to determine the extent to which this 
theoretical model accurately captures the direct and indirect antecedents of consumer 
satisfaction. Specifically, the results indicated that increased transaction safety does not 
result in increased trust. It remains to be observed whether businesses with high levels of 
transaction safety can educate customers about the importance of keeping their data safe. 
Long-term orientation also failed to influence trust. Businesses that can discover how to 
nurture long-term orientation in their customers, or how to enhance trust in those who 
intend to continue purchasing from them over the long term, may reap a substantial 
advantage. 
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Chapter 7: Conclusion 
7.1 Introduction 
This research aimed to develop a framework for the factors that affect consumer 
satisfaction in SC. To fulfil the aim of the research, three main research questions were 
formulated as follows: 
 What are the key factors affecting consumer satisfaction in social commerce? 
 What are the key factors affecting trust in social commerce? 
 What are the key factors affecting social influence in social commerce? 
A quantitative-method methodology was adopted in the study. This led to the 
development of a conceptual framework for the factors affecting consumer satisfaction in 
SC, based on the review of the related literature. Using the SEM analysis, the proposed 
conceptual framework was tested and validated using survey data collected from Saudi 
university students in Saudi Arabia and Australia for confirming the critical factors in 
relation to consumer satisfaction in SC. The findings from the SEM analysis confirmed 
and validated the overall research findings. 
This chapter first discusses the research questions. It then presents a general reflection of 
this research to the field of SC research. Finally, the chapter discusses the contribution of 
the research and limitations and further opportunities for future research in related areas 
and presents concluding remarks. 
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7.2 The Research Questions Revisited and Discussions 
7.2.1 What are the key factors affecting consumer satisfaction in social commerce? 
The two hypotheses directly related to this research question were Hypothesis 1—A 
positive association exists between trust and consumer satisfaction in social commerce—
and Hypothesis 2—A positive association exists between social influence and consumer 
satisfaction in social commerce. Hypotheses 3 through 10 were indirectly related to this 
research question. Based on the strength of the relationship, the two main predictors of 
consumer satisfaction are trust and social influence, in that order. These are direct effects. 
The indirect effects, in decreasing order of strength, are reputation, information quality 
and WOM. 
Both Hypotheses 1 and 2 were supported by the PLS regression. This indicates that the 
key factors affecting consumer satisfaction in SC are trust and social influence. 
Specifically, trust has the strongest direct influence, suggesting that it is the single most 
important factor affecting consumer satisfaction. In addition, the results showed that 
social influence, quality of information, reputation and positive WOM all have a positive 
effect on trust; therefore, they have a positive indirect effect on satisfaction. Specifically, 
the results showed that WOM and information quality have strong effects on trust, making 
these the key indirect factors affecting consumer satisfaction. Finally, the results showed 
that social influence is strongly affected by positive WOM. Since social influence affects 
satisfaction, this further points to the importance of WOM. 
According to the framework proposed, the constructs under study are closely 
interconnected (Hajli, M 2012a; Hajli, M, Hajli & Khani 2013; Hajli, N 2015; Kim, S & 
Park 2013). Hence, one might expect that the ideal business would be strong in all of 
these traits (Kim, S & Park 2013). However, it may not be possible for any one firm to 
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have the highest levels of all the factors under study. Specific SC sites may be strong in 
one or two elements, but not in others (Beyari & Abareshi 2018a). For example, one SC 
site may provide good information quality, but may be weak as regards safety—another 
may have a good reputation, but may not provide adequate information on all products 
(Liang, Ting-Peng et al. 2011). In addition, some customers may be drawn to companies 
with a high level of positive WOM and others to companies with a reputation for 
transaction safety. Various factors may affect consumer satisfaction to different degrees 
depending on the nature of the site, the product and the consumer. This makes the 
framework mechanism highly context specific. Specific factors relating to the present 
study context and population may account for the low importance these respondents 
appeared to place on communication and transaction safety. 
The results indicated that the relationship between social influence and consumer 
satisfaction has slightly less strength than the relationship between trust and consumer 
satisfaction. This means that if a consumer has trust in an SC site, a high level of consumer 
satisfaction can be achieved despite there being only a low level of social influence 
involved. Trust is built because of the direct action of four factors: information quality, 
reputation, transaction safety and WOM. Social influence is only indirectly affected by 
trust, information quality and reputation. Thus, there are more factors affecting trust than 
social influence, and they all have a stronger direct relationship. These factors assign a 
primary role for trust. 
At the operational level, trust can be built directly by providing high-quality information 
and a high level of transaction security, and through positive WOM, all of which are 
enhanced further if the SC site has a high reputation. Examples of sites experiencing 
higher customer satisfaction by improving one or more of these constructs include 
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Amazon.com, eBay.com, Apple.com, Netflix.com and Wal-mart.com (Jha et al. 2017; 
Nisar & Prabhakar 2017). 
The greater role of trust compared with social influence may be accounted for by the 
relatively well-informed and independent nature of this study sample. Many consumers 
are not swayed by the opinions of others because they are aware of, and have decided on, 
their requirements and the product which meets their requirements. This is particularly 
true for customers who have a high level of familiarity with the category of product they 
are buying or who are very comfortable with online shopping (Gupta & Arora 2017; Wu, 
W-Y, Quyen & Rivas 2017). The high level of education of the surveyed sample may 
contribute to a high level of confidence in their own judgement. 
7.2.2 What are the key factors affecting trust in social commerce? 
The five hypotheses directly related to this research question were as follows: 
 H4: A positive association exists between communication and trust in social 
commerce. 
 H5: A positive association exists between information quality and trust in social 
commerce. 
 H6: A positive association exists between reputation and trust in social commerce. 
 H7: A positive association exists between transaction safety and trust in social 
commerce. 
 H8: A positive association exists between word-of-mouth and trust in social 
commerce. 
Hypotheses 5, 6 and 8 were supported by the PLS regression; however, Hypotheses 4 and 
7 were not supported. Therefore, this research indicates that information quality, a 
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company’s reputation and the nature of WOM communication can affect trust in SC. The 
level of communication and transaction safety were not found to influence trust in SC. 
The nature of WOM, information quality and reputation were found to be associated with 
trust in a decreasing order of strength of effect. With respect to the relationship of WOM 
with trust, it may be logical to assume that to build trust, SC enterprises need to promote 
their positive WOM marketing deliberately, using techniques such as specific blogs and 
quoting spokespeople from the community to which their customers belong. Consumers 
depend on reviews and ratings from other users of SC sites for making their purchase 
decisions. These reviews and ratings basically act as WOM marketing for the SC 
business. If the level of positive WOM marketing is high, then it can be said that the SC 
enterprise will be able to generate a high level of trust among its consumers. This ensures 
significant returns for the SC business, because a high level of trust among consumers is 
a precursor to positive purchase decision-making (Hajli, M 2012a, 2012c; Hajli, M, Hajli 
& Khani 2013). Interaction between consumers through chats and even face-to-face 
conversations also constitute examples of WOM; thus, it need not only occur within the 
specific SC site. A Facebook discussion by several members about their experiences of a 
product can influence the decisions of other members regarding the purchase of that 
product. Queries about a specific product by a member can trigger a large number of 
responses from other members, who give details of their positive or negative experiences. 
From these narratives, the individual who raised the query forms an opinion and acts 
accordingly (Luo & Zhong 2015). 
The next strongest predictor of trust, information quality, is a key determinant of whether 
a consumer will revisit a site to make repeat purchases. If the quality of information 
provided by a site is poor, especially compared with other SC sites, within a short period 
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the consumer may stop visiting the site and switch to other SC sites that give better quality 
information. If such consumers spread this experience through WOM, other consumers 
may also be distrustful of the site that provides poor information quality. 
Information quality refers to the extent to which the information provided on an SC site 
enables consumers to determine whether the product can meet their needs. Both quantity 
and quality of information are implied by the term. The information should be as complete 
as possible with respect to the felt needs of the consumer, which are the primary drivers 
of the intent to purchase and the act of purchasing. If the need for information is met in 
terms of quality and quantity, the trust of the consumer in the SC site increases. This can 
be reflected in WOM because the positive experience may be shared in chats and blogs; 
the site may also receive favourable ratings and comments. Thus, as per existing research, 
the effect of information quality can be both direct and indirect through WOM (Yoo, Kim 
& Sanders 2015). 
The third significant predictor of trust was firm reputation. People do not hesitate to buy 
from reputable firms, such as Unilever, Procter & Gamble, Samsung, Apple and Redmi, 
and the SC sites eBay and Amazon also share this good reputation. While overall levels 
of trust in e-commerce may be low (Ert, Fleischer & Magen 2016), there are relatively 
high levels of trust in such well-known firms (Wu, W-Y, Quyen & Rivas 2017). The 
relationship between trust and reputation is reciprocal in nature. Achieving a good 
reputation is the result of long-term efforts by a firm to offer a high level of care and 
service quality, which, in turn, gathers many trusting, loyal customers. However, people 
have more trust in reputable firms than in firms that are unknown. Thus, strategies to 
build and enhance trust will also enhance reputation, and strategies to build reputation 
will also build and enhance trust. 
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No significant association was found between the level of communication and trust nor 
the level of transaction safety and trust in SC. For the purposes of this study, 
‘communication’ includes that which consumers maintain with other consumers over 
social media as well as the communication between the consumer and the SC enterprise. 
It refers to the provision of timely and relevant information to consumers, which is 
critically important to any marketing relationship (Kim, Dan J, Ferrin & Rao 2003). In 
the context of SC, communication assumes vital significance as a trust-building factor. 
SC sites currently offer various features, such as live chatting, reviews/ratings and online 
assistance to build consumers’ trust (Kim, S & Noh 2012). Both the body of research and 
conventional business wisdom suggest that for trust and satisfaction to be achieved, 
communication is the key factor that affects consumers’ trust in SC sites (Kim, S & Park 
2013). 
Nevertheless, communication was not identified in the present research as being 
significantly associated with trust. This could be explained by the younger demographic 
that constituted the sample for this research. Younger adults may not place much 
importance on communication in SC. Another possibility is that within the SC context, it 
is typical to access a large amount of information about a given product; therefore, if 
customers perceive the level of available information as being uniformly high, this could 
make the level of communication less important in determining the trust level of any 
particular site. There is also a third possibility, which is that young adults may already be 
using social networks to a large extent in their daily life, making communication an 
essential part of their life. Hence, communication with respect to SC may not have any 
special significance. 
 175 
Trust was also found to be unaffected by transaction safety. Although the survey 
responses indicated that 88% of participants attached a ‘somewhat’ to ‘very important’ 
status to the level of security, it was not reflected in the ultimate findings. Transaction 
safety can become a nonissue if the site already assures a high level of transaction safety, 
the site reputation is high, there are no reports of breaching safety and if there is already 
a very high level of trust. Clearly, trust might be affected by factors other than transaction 
safety. 
7.2.3 What are the key factors affecting social influence in social commerce? 
The two hypothesis that were directly related to this research question are as follows: 
 H9: A positive association exists between word-of-mouth and social influence in 
social commerce. 
 H10: A positive association exists between long-term orientation and social 
influence in social commerce. 
According to this research, only Hypothesis 9 was supported by the PLS regression, 
which indicates that the amount and quality of WOM recommendations can affect social 
influence in SC. Hypothesis 10 was not supported; that is, long-term orientation was not 
found to impact trust in SC. 
WOM was found to be strongly associated with social influence. The influence of other 
members of an SC site, conveyed through WOM chats, ratings, comments and reviews, 
is reflected in this relationship. That is the reason this relationship has the highest of all 
correlation values. The nature and extent of social influence largely determines the 
purchase decisions made by consumers. If the WOM marketing for an SC business is 
significant, it is likely that the social influence being exerted by the present consumers of 
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this business is also significant. If these consumers have positive feelings about the 
products being offered by the SC business, this would very likely influence other 
consumers’ decision-making regarding the purchase of these products. Therefore, WOM 
provides the impetus for social influence. 
No significant association was found between long-term orientation and social influence 
in SC. As discussed in Chapter 2, the concept of long-term orientation is founded on the 
assumption that the relationship between the parties concerned is stable and will last long 
enough for these parties to realise the long-term benefits of their association (Wang, CL, 
Siu & Barnes 2008). It is possible that the younger demographic that constituted the 
sample for this research is not inclined to long-term orientation, thus leading to this 
nonsignificant finding. 
7.3 General Reflection 
The research questions for this study are related to identifying the key predecessors of 
consumer satisfaction and gaining insights about the nature of the relationship between 
these predecessors and customers. In the framework used for this research (Fig 3.1), the 
following relationships were proposed: 
1. Trust and social influence lead to consumer satisfaction. 
2. Communication, information quality, reputation, transaction safety and WOM are 
associated with trust. 
3. WOM and long-term orientation are associated with social influence. 
These relationships were covered by the 10 hypotheses formulated. Testing of these 
hypotheses was the main objective of the methodology used in this work. Only the 
relationships of level of communication and level of transaction safety with trust, and 
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level of long-term orientation with social influence, were not supported by the findings 
of this study. By and large, the results of other researchers were also in line with the 
validated hypotheses, although there were some differences with respect to hypotheses 
not supported by this study. This yielded a modified framework (Fig 5.14) in which trust 
is only affected by information quality, reputation and WOM, and social influence is only 
affected by WOM. The literature review offered enough background to support the 
proposed hypotheses, although not each specific relationship in the framework or in the 
variables of relationships was discussed owing to the paucity of works directly addressing 
the relationships of factors with consumer satisfaction. 
Transaction safety, although an important concern of SC consumers, was not significantly 
associated with trust in this study; however, this does not necessarily mean that consumers 
are willing to use social commercial sites that offer poor transaction safety. Long-term 
orientation was shown to affect social influence through social commercial sites 
according to the nature and type of interactions carried out by consumers from different 
cultures. Considering the importance of these two factors, it is necessary to re-evaluate 
their role in trust and WOM through further research. 
7.4 Contributions of the Research 
This research is expected to contribute to the SC literature by providing a framework that 
helps to explain the factors impacting consumer satisfaction using trust and social 
influence theories, thus helping businesses to achieve better performance and gain 
competitive advantage. It is also expected to aid SC businesses as they develop strategies 
to better match consumer requirements, which may lead to higher customer satisfaction 
and the businesses’ ultimate growth. The findings of this study are expected to add to the 
existing literature on SC and act as an impetus for researchers to delve more deeply into 
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the various factors that influence consumer satisfaction in SC. This topic has provided 
research opportunities for scholars and academics to investigate the cultural aspects 
influencing constructs, such as long-term orientation and communication, specifically 
pertaining to SC. 
A strength of this study is its timing. The revolution in ICT has enabled the rapid evolution 
of e-commerce and SC, placing them within daily reach of millions of consumers who 
want to buy and sell goods and services. For entrepreneurs, this is an economic enterprise 
of growing importance and its success is defined by how well the consumer is kept 
satisfied. Since this study considers the factors impacting consumer satisfaction and 
behaviour in SC, it is highly relevant at this point of time. The findings of this research 
are likely to act as a road map for marketing strategists as well as SC entrepreneurs who 
want to improve the success of their businesses. 
The study has been successful in adding to the available knowledge on the concept of 
consumer satisfaction in relation to SC. As stated in Chapter 2, there has been very little 
research carried out on the concept of consumer satisfaction, which is the sum of other 
constructs, such as long-term orientation and communication. This study helps to fill that 
gap. The phenomenon of SC has been studied from the perspective of consumer intention 
and behaviour, but there is little literature available as far as consumer satisfaction in SC 
is concerned. This study works to bridge this gap in information. It also fills a lacuna in 
terms of defining the concept of consumer satisfaction in SC settings. 
This research acknowledges that although SC is a facet of e-commerce, the factors that 
affect consumer satisfaction in SC settings might not be the same as those affecting 
consumer satisfaction in either e-commerce or traditional commerce. This study also 
acknowledges the individual nature of consumers (Saudi consumers) who use social 
 179 
media platforms for their own interests. Since these consumers are in a position to 
influence other consumers via social media platforms, it is essential that the individual 
nature of the SC consumer be kept in mind both when designing marketing strategies and 
when updating products or services to reflect their needs. 
The one significant contribution to scientific literature by this work is the use of a 
framework to identify factors related to consumer satisfaction in SC. The framework 
shows that enhancing reputation, improving the quality of information available and 
seeking favourable WOM are three important methods that can lead to improved 
consumer satisfaction through improved levels of trust. Similarly, by enhancing 
interaction within the SC sites, a greater incidence of positive WOM is possible, which 
can reflect in a higher volume of business in the Saudi market. Such specific methods of 
improving the amount of business in Saudi Arabia experienced by SC sites have not been 
proposed in any earlier studies. 
Since the framework itself is new, it was necessary to identify literature that directly or 
indirectly deals with the relationships illustrated by the framework and compare the 
observed effects of this study with those of others in regard to each of the 10 proposed 
hypotheses. This work contributes to SC literature by directly linking SC factors with 
consumer satisfaction. To ensure the correctness of the research design, several methods 
of measuring validity and consistency were used, unlike the usual one or two conventional 
validity tests that are implemented. In this way, this work is new. 
7.5 Limitations and Further Research 
The results of the quantitative analysis need to be interpreted within the limitations of the 
study. Overall, the limitations of this research can be considered a source of motivation 
for future research. 
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7.5.1 Limitations of this research 
One limitation of this study arose from the sampling used; that is, the participants were 
not taken from a probability sample. Although there was no evidence of sample biases 
compared with the population from which the sample was drawn, this possibility cannot 
be ruled out. The sample for this research consisted only of students. The researcher 
acknowledges the limitation that students are only a subset of all consumers and the 
findings from this research may not be generalised to all consumers. 
Another limitation of the study was that the size of the sample in Australia (72) was very 
small compared with the size of the sample in Saudi Arabia (300). This small sample size 
could lead to imprecise results, since it could exaggerate the estimation of mean response 
rates and percentage responses. 
The type of questions used in the questionnaire during the survey process possibly acted 
as another limitation of the study. It was found that the long-term-orientation component 
of consumer satisfaction called for a culture-based explanation as to why the Australian 
sample differed from the Saudi Arabian sample. Long-term orientation is dependent on 
the cultural background of the respondent; however, in this research the cultural 
background of the respondents was only referred to loosely. To accurately factor in long-
term-orientation, the questionnaire should have included questions that would generate 
information such as the duration of the student’s stay in Australia, which would have 
provided a more informed description of the respondent’s cultural shift. This is a point 
for future research. 
7.5.2 Suggestions for future research 
The acknowledged limitations of this study have led to suggestions for further research 
such as: 
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 expanding the study model by inclusion of new variables and antecedents of 
consumer satisfaction 
 further exploration of hypothesised relationships, including new methods of 
investigation 
 exploration of the relationship between the study variables 
 further exploration of the constructs of long-term-orientation and communication 
in relation to SC, with a view to better explaining consumer satisfaction. 
The cultural differences in the societies of Saudi Arabia and Australia may lead to 
differences in a consumer’s long-term orientation and communication. Therefore, another 
possible area of research is the change that living in a different culture could bring about 
in a consumer’s beliefs, leading to a change in overall consumer satisfaction in relation 
to SC. This is especially relevant when considering that the duration of stay for expatriate 
students in westernised societies, such as Australia, is bound to influence some, if not all, 
of their opinions and beliefs regarding concepts such as long-term-orientation, 
communication and consumer satisfaction. 
Since the study sample In Australian in the present study was small compared with the 
sample in Saudi Arabia, further research could be done using equally large sample sizes 
from both countries. This would rule out any possibility of exaggeration in the estimation 
of mean response rates and percentage responses. It might also bring about a change in 
the way the samples behave and their impact on the overall results. Such a study would 
give researchers an opportunity to accurately compare the samples on the basis of cultural 
differences. 
Australia is just one of numerous countries where Saudi students are undertaking higher 
studies; for example, many of them are studying in the United States. Therefore, it seems 
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logical to carry out similar comparison studies for Saudi students in that country and other 
countries. Even better would be a multicountry study comparing Saudi students in Saudi 
Arabia with Saudi students in other countries where their number is sizeable. 
7.6 Implications for Businesses and Social Commerce Sites 
For SC site owners, the findings of this study should act as motivation owing to the 
positive relationship between trust and consumer satisfaction. Since WOM has been 
found to be the strongest predictor of trust, SC site owners should consider improving the 
quality of products on offer as well as customer service, to generate positive feedback 
from consumers. It is also important for site owners to care for the individual needs of 
consumers because each customer is in a position to share their views with others on 
social media platforms. Positive WOM will engender trust and encourage other 
consumers to engage in buying behaviour with the site. 
This study has implications for entrepreneurs as well. Since SC is still evolving, 
particularly in countries such as Saudi Arabia, the findings of this study are important for 
SC entrepreneurs and those who are thinking of entering the SC arena. To take advantage 
of the inter-relationships between various factors, and their impact on consumer 
satisfaction, entrepreneurs should be prepared to use the latest SC platforms and tools so 
that they can monitor their site’s usage, test out new strategies and create and launch 
marketing campaigns in the shortest possible time. 
Since online communities and interest-based forums are enabled by the interactive social 
media environment to help develop and increase engagement and interaction, it is 
imperative that entrepreneurs pay attention to WOM as well as to the quality of 
information available on their websites. The quality of such information on SC sites 
should be high enough to create a level of interest and trustworthiness that attracts new 
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consumers and retains existing ones. This will be a key factor in determining the success 
of SC entrepreneurs. 
It is evident that SC companies can increase consumer loyalty by improving the quality 
of their websites. For this to occur, they need to increase the sites’ attractiveness, improve 
its ease of use and ensure it has top-level security. Marketing strategies should also be 
customised to fit each marketing environment. In addition, the diverse nature of modern 
consumers using online communities and forums must be recognised so that customer 
care and service is specifically tailored to the individual. 
7.7 Concluding Remarks 
For the purpose of this research, the methodology used was quantitative in design. It 
employed a positivist approach and perspective. A quantitative method, which included 
a questionnaire, was adopted as the research instrument for primary data collection. The 
research aimed to reach as many consumers as possible; therefore, paper-based and web-
based surveys were used. Overall, 372 valid responses were obtained for the Saudi and 
Australian samples. 
This study attempted to answer the research questions by testing the hypotheses using the 
data obtained from the survey. Not only was it able to determine the factors that affect 
consumer satisfaction in the field of SC, but it was also able to add to the literature by 
determining factors affecting consumer satisfaction. Using quantitative methods, this 
research aimed to go beyond the behavioural and buying intentions of SC consumers to 
investigate the factors that affect consumer satisfaction in SC. It also set out to explore 
the nature of the relationships between various constructs that affect consumer 
satisfaction. The research and its findings were able to achieve this aim and more. 
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SC is a newly established aspect of e-commerce that is likely to continue evolving and 
has the potential to reach millions of new consumers. Despite a large amount of research 
in the field of SC, most of the existing literature focuses on consumer and behavioural 
intentions, while the research into consumer satisfaction or the consumer satisfaction 
aspects of it has been limited. The present research has added valuable findings to this 
field. 
The linkages found in this study between the various factors impacting consumer 
satisfaction and consumer satisfaction in SC are overall consistent with the findings of 
previous studies. The determinants of consumer satisfaction in SC are the constructs of 
trust and social influence predicted by WOM. Hence, while designing marketing plans 
and entry strategies for SC, entrepreneurs need to be cognisant of these factors and their 
impact on consumer satisfaction, because they play a significant role in the potential 
success of their business. 
As per Al-Otaibi and Al-Zahrani (2003), the Kingdom of Saudi Arabia has the largest and 
fastest growing ICT marketplace in the Arab region. Currently, Saudi firms are 
increasingly using SC to promote their businesses. Research on consumer satisfaction in 
a Saudi Arabian context would enable the SC site entrepreneurs of the country to devise 
strategies for enhancing their business performance. This is the opportune time for such 
a study. 
SC has numerous definitions and, according to Wang, C and Zhang (2012), there is no 
consensus on any one of these; however, many of the factors affecting consumer 
satisfaction in e-commerce also affect consumer satisfaction in SC. SC is a newer version 
of e-commerce that takes advantage of the available interactive information technology 
structure. Basically, it can be explained as an extension of B2C e-commerce, where the 
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consumers can interact with each other to carry out online shopping activities and discuss 
their experiences and preferences regarding products and services in online communities 
and forums (Shen & Eder 2009). It is clear in this definition that some of the factors that 
may affect consumer satisfaction in SC are social influence (represented through 
recommendations and reviews) and trust (represented by reputation and transaction 
safety). 
By its very definition, SC is intended to be used to spread advice and assist organisations 
in achieving various aims. First, SC aims to help entrepreneurial organisations to engage 
consumers with their brands according to their particular social behaviours and tendencies 
(Marsden & Chaney 2013). Second, SC offers an incentive for consumers to make follow-
up visits to these organisations’ websites. In general, a high level of consumer satisfaction 
guarantees follow-up visits since it is tied to social media activities. Third, social media 
offers consumers a convenient platform to discuss organisations’ brands via their 
websites (Lawson & Schepp 2014). In other words, organisations utilise social media to 
make business personal, to interact with the people they serve and to foster a personal 
relationship as opposed to a seller–buyer relationship. This ‘social’ aspect of the model 
is what drives sales and repeat purchase behaviour. Fourth, SC offers all the pertinent 
information that consumers require to investigate, compare and eventually select a 
specific firm over its competitors. All this information, which is generated by users and 
buyers, acts as a substitute for ‘senses’ when a buyer cannot literally see or feel a product. 
It acts as a tool to arm the buyer with all types of information that may help them with 
their purchase decision. 
  
 186 
References 
Abalaesei, M 'The influence of culture on the role of social media in decision making', Tîrgu-
Mureș, Mureș, Discourse as a Form of Multiculturalism in Literature and Communication, pp. 
600-612. 
 
Agnihotri, R, Dingus, R, Hu, MY & Krush, MT 2016, 'Social media: Influencing customer 
satisfaction in B2B sales', Industrial Marketing Management, vol. 53, pp. 172-180. 
 
Ahmad, SN & Laroche, M 2017, 'Analyzing electronic word of mouth: A social commerce 
construct', International Journal of Information Management, vol. 37, no. 3, pp. 202-213. 
 
Ahmed, AYM 2017, 'The Impact of Exposure to Advertisement Online on Purchase Decision 
Empirical Study of Saudi Customers in Western Region', International Journal of Academic 
Research in Business and Social Sciences, vol. 7, no. 7, pp. 366-386. 
 
Ajzen, I 1991, 'The theory of planned behavior', Organizational behavior and human decision 
processes, vol. 50, no. 2, pp. 179-211. 
 
Akman, I & Mishra, A 2017, 'Factors influencing consumer intention in social commerce 
adoption', Information Technology & People, vol. 30, no. 2, pp. 356-370. 
 
Al-Otaibi, MB & Al-Zahrani, RM 'E-commerce adoption in Saudi Arabia: an evaluation of 
commercial organizations web sites', International Conference on Information Technology in 
Asia (CITA), pp. 26-31. 
 
Alshibly, HH 2015, 'Customer Perceived Value in Social Commerce: An Exploration of Its 
Antecedents and Consequence', Journal of Management Research, vol. 7, no. 1, pp. 17-37. 
 
Amblee, N & Bui, T 2011, 'Harnessing the influence of social proof in online shopping: The 
effect of electronic word of mouth on sales of digital microproducts', International Journal of 
Electronic Commerce, vol. 16, no. 2, pp. 91-114. 
 187 
 
Anderson, E & Weitz, B 1992, 'The use of pledges to build and sustain commitment in 
distribution channels', Journal of Marketing Research, vol. 29, no. 1, pp. 18-34. 
 
Anderson, EW, Fornell, C & Lehmann, DR 1994, 'Customer satisfaction, market share, and 
profitability: findings from Sweden', The Journal of Marketing, vol. 58, no. 3, pp. 53-66. 
 
Anderson, EW & Sullivan, MW 1993, 'The Antecedents and Consequences of Customer 
Satisfaction for Firms', Marketing science, vol. 12, no. 2, pp. 125-143. 
 
Anderson, RE & Srinivasan, SS 2003, 'E‐satisfaction and e‐loyalty: A contingency framework', 
Psychology & marketing, vol. 20, no. 2, pp. 123-138. 
 
Aryee, S, Budhwar, PS & Chen, ZX 2002, 'Trust as a mediator of the relationship between 
organizational justice and work outcomes: Test of a social exchange model', Journal of 
organizational Behavior, vol. 23, no. 3, pp. 267-285. 
 
Ashraf, M, Jaafar, NI & Sulaiman, A 2017, 'The mediation effect of trusting beliefs on the 
relationship between expectation-confirmation and satisfaction with the usage of online product 
recommendation', The South East Asian Journal of Management, vol. 10, no. 1, pp. 75-94. 
 
Awad, NF & Ragowsky, A 2008, 'Establishing trust in electronic commerce through online 
word of mouth: An examination across genders', Journal of Management Information Systems, 
vol. 24, no. 4, pp. 101-121. 
 
Ba, S & Pavlou, PA 2002, 'Evidence of the effect of trust building technology in electronic 
markets: Price premiums and buyer behavior', MIS quarterly, vol. 26, no. 3, pp. 243-268. 
 
Bagozzi, RP & Yi, Y 2012, 'Specification, evaluation, and interpretation of structural equation 
models', Journal of the academy of marketing science, vol. 40, no. 1, pp. 8-34. 
 
Bailey, K 2008, Methods of social research, 4th edn, The Free Press, New York, NY. 
 188 
 
Bakshy, E, Hofman, JM, Mason, WA & Watts, DJ 'Everyone's an influencer: quantifying 
influence on twitter', Hong Kong, ACM, pp. 65-74. 
 
Bansal, G & Chen, L 'If they trust our e-commerce site, will they trust our social commerce site 
too? Differentiating the trust in e-commerce and s-commerce: the moderating role of privacy 
and security concerns',  
 
Barnes, SJ & Vidgen, RT 2002, 'An Integrative Approach to the Assessment of E-Commerce 
Quality', Journal of Electronic Commerce Research, vol. 3, no. 3, pp. 114-127. 
 
Battaglia, M 2008, 'Nonprobability Sampling', in PJ Lavrakas (ed.), Encyclopedia of Survey 
Research Methods, SAGE Publications, Inc., Thousand Oaks, pp. 524-527. 
 
Bauer, HH, Grether, M & Leach, M 2002, 'Building customer relations over the Internet', 
Industrial Marketing Management, vol. 31, no. 2, pp. 155-163. 
 
Bearden, WO, Calcich, SE, Netemeyer, R & Teel, JE 'An exploratory investigation of consumer 
innovativeness and interpersonal influences', in RJ Lutz (ed.), Provo, UT, Association for 
Consumer Research, pp. 77-82. 
 
Bearden, WO, Money, RB & Nevins, JL 2006, 'A measure of long-term orientation: 
development and validation', Journal of the Academy of Marketing Science, vol. 34, no. 3, pp. 
456-467. 
 
Beatty, SE, Mayer, M, Coleman, JE, Reynolds, KE & Lee, J 1996, 'Customer-sales associate 
retail relationships', Journal of Retailing, vol. 72, no. 3, pp. 223-247. 
 
Becker, A 2007, Electronic commerce: concepts, methodologies, tools, and applications: 
concepts, methodologies, tools, and applications, IGI Global, Hershey, New York. 
 
 189 
Becker, J-M, Klein, K & Wetzels, M 2012, 'Hierarchical latent variable models in PLS-SEM: 
guidelines for using reflective-formative type models', Long Range Planning, vol. 45, no. 5, pp. 
359-394. 
 
Beisel, D 2005, 'The Beginnings of Social Commerce', GENUINEVC, viewed 
<https://genuinevc.com/2005/12/06/the-beginnings-of-social-commerce/>. 
 
Belanger, F, Hiller, JS & Smith, WJ 2002, 'Trustworthiness in electronic commerce: the role of 
privacy, security, and site attributes', The Journal of Strategic Information Systems, vol. 11, no. 
3, pp. 245-270. 
 
Beldad, A, De Jong, M & Steehouder, M 2010, 'How shall I trust the faceless and the 
intangible? A literature review on the antecedents of online trust', Computers in Human 
Behavior, vol. 26, no. 5, pp. 857-869. 
 
Bendapudi, N & Berry, LL 1997, 'Customers' motivations for maintaining relationships with 
service providers', Journal of Retailing, vol. 73, no. 1, pp. 15-37. 
 
Best, RJ 1997, Market-based management: strategies for growing customer value and 
profitability, Prentice-Hall International, London. 
 
Beyari, H & Abareshi, A 2016, 'The conceptual framework of the factors influencing consumer 
satisfaction in social commerce', The Journal of Developing Areas, vol. 50, no. 6, pp. 365-376. 
 
Beyari, H & Abareshi, A 2018a, 'Consumer satisfaction in social commerce: an exploration of 
its antecedents and consequences', The Journal of Developing Areas, vol. 52, no. 2, pp. 55-72. 
 
Beyari, H & Abareshi, A 'An Empirical Study of How Social Influence Impacts Customer 
Satisfaction with Social Commerce Sites', Springer, pp. 973-984. 
 
Beyari, H & Abareshi, A 'The Interaction of Trust and Social Influence Factors in the Social 
Commerce Environment', Springer, pp. 931-944. 
 190 
 
Bhattacherjee, A 2000, 'Acceptance of e-commerce services: the case of electronic brokerages', 
Systems, Man and Cybernetics, Part A: Systems and Humans, IEEE Transactions on, vol. 30, 
no. 4, pp. 411-420. 
 
Bianchi, C, Andrews, L, Wiese, M & Fazal-E-Hasan, S 2017, 'Consumer intentions to engage in 
s-commerce: a cross-national study', Journal of Marketing Management, vol. 33, pp. 1-31. 
 
Bollen, KA & Jackman, RW 1985, 'Regression diagnostics an expository treatment of outliers 
and influential cases', Sociological Methods & Research, vol. 13, no. 4, pp. 510-542. 
 
Brown, JJ & Reingen, PH 1987, 'Social ties and word-of-mouth referral behavior', Journal of 
Consumer research, vol. 14, pp. 350-362. 
 
Bryman, A & Bell, E 2015, Business research methods, Oxford university press, 
<https://www.ebook.de/de/product/24055371/alan_bryman_emma_bell_business_research_met
hods.html>. 
 
Byrne, BM 2005, 'Factor analytic models: viewing the structure of an assessment instrument 
from three perspectives', Journal of personality assessment, vol. 85, no. 1, pp. 17-32. 
 
Cannon, JP, Doney, PM, Mullen, MR & Petersen, KJ 2010, 'Building long-term orientation in 
buyer–supplier relationships: the moderating role of culture', Journal of Operations 
Management, vol. 28, no. 6, pp. 506-521. 
 
Casalo, LV, Flavián, C & Guinalíu, M 2007, 'The influence of satisfaction, perceived reputation 
and trust on a consumer's commitment to a website', Journal of Marketing Communications, 
vol. 13, no. 1, pp. 1-17. 
 
Castaldo, S 'Meanings of trust: a meta-analysis of trust definitions',  
 
 191 
Chang, HH & Chen, SW 2008, 'The impact of online store environment cues on purchase 
intention: Trust and perceived risk as a mediator', Online Information Review, vol. 32, no. 6, pp. 
818-841. 
 
Chellappa, RK & Pavlou, PA 2002, 'Perceived information security, financial liability and 
consumer trust in electronic commerce transactions', Logistics Information Management, vol. 
15, no. 5/6, pp. 358-368. 
 
Chen, C 2006, 'Identifying significant factors influencing consumer trust in an online travel site', 
Information Technology & Tourism, vol. 8, no. 3-4, pp. 3-4. 
 
Chen, L & Wang, R 2016, 'Trust development and transfer from electronic commerce to social 
commerce: an empirical investigation', American Journal of Industrial and Business 
Management, vol. 6, no. 5, pp. 568-576. 
 
Cheng, X, Cheng, X, Fu, S, Bian, Y & Yan, X 'Investigating the relationship among 
characteristics of social commerce, consumers’ trust and trust performance',  
 
Cheung, CMK & Lee, MKO 2006, 'Understanding consumer trust in Internet shopping: a 
multidisciplinary approach', Journal of the American Society for Information Science and 
Technology, vol. 57, no. 4, pp. 479-492. 
 
Cheung, CMK & Lee, MKO 2012, 'What drives consumers to spread electronic word of mouth 
in online consumer-opinion platforms', Decision support systems, vol. 53, no. 1, pp. 218-225. 
 
Chin, AJ, Wafa, SAWSK & Ooi, A-Y 2009, 'The effect of internet trust and social influence 
towards willingness to purchase online in Labuan, Malaysia', International Business Research, 
vol. 2, no. 2, p. 72. 
 
Chin, WW 2010, 'How to write up and report PLS analyses', in Handbook of Partial Least 
Squares: Concepts, Methods and Applications, Springer, pp. 655-690. 
 
 192 
Chiu, C-M, Hsu, M-H & Wang, ETG 2006, 'Understanding knowledge sharing in virtual 
communities: An integration of social capital and social cognitive theories', Decision Support 
Systems, vol. 42, no. 3, pp. 1872-1888. 
 
Chow, WS & Shi, S 'Understanding consumer trust in social commerce websites', p. 94. 
 
Christy, R, Oliver, G & Penn, J 1996, 'Relationship marketing in consumer markets', Journal of 
Marketing Management, vol. 12, no. 1-3, pp. 175-187. 
 
Churchill, GA 1979, 'A paradigm for developing better measures of marketing constructs', 
Journal of Marketing Research, vol. 16, no. 1, pp. 64-73. 
 
Churchill, GA & Surprenant, C 1982, 'An investigation into the determinants of customer 
satisfaction', Journal of Marketing Research, vol. 19, no. 4, pp. 491-504. 
 
Clapperton, G 2012, This is social commerce: turning social media into sales, John Wiley & 
Sons. 
 
Cohen, J 1988, 'Statistical power analysis', Current Directions in Psychological Science, vol. 1, 
no. 3, pp. 98-101. 
 
Collis, J & Hussey, R 2013, Business research: a practical guide for undergraduate and 
postgraduate students, Business research: a practical guide for undergraduate and postgraduate 
students, Palgrave Macmillan, <https://books.google.com.au/books?id=uPgcBQAAQBAJ>. 
 
Compeau, D, Higgins, CA & Huff, S 1999, 'Social cognitive theory and individual reactions to 
computing technology: A longitudinal study', MIS quarterly, vol. 23, no. 2, pp. 145-158. 
 
Cook, RJ, Ashton, RW, Aughenbaugh, GL & Ryu, JH 2005, 'Septic pulmonary embolism: 
presenting features and clinical course of 14 patients', Chest, vol. 128, no. 1, pp. 162-166. 
 
 193 
Cortizo, JC, Carrero, FM & Gómez, JM 2011, 'Introduction to the special issue: mining social 
media', International Journal of Electronic Commerce, vol. 15, no. 3, pp. 5-8. 
 
Creswell, JW 2013, Research design: qualitative, quantitative, and mixed methods approaches, 
Sage publications, Los Angeles. 
 
Cyr, D 2008, 'Modeling web site design across cultures: relationships to trust, satisfaction, and 
e-loyalty', Journal of Management Information Systems, vol. 24, no. 4, pp. 47-72. 
 
Czaja, R & Blair, J 1996, Designing surveys : a guide to decisions and procedures, 3rd edn, 
SAGE Publications. 
 
Das, T & Teng, B-S 2004, 'The risk-based view of trust: A conceptual framework', journal of 
Business and Psychology, vol. 19, no. 1, pp. 85-116. 
 
Dasgupta, S 2013, Studies in virtual communities, blogs, and modern social networking: 
measurements, analysis, and investigations: measurements, analysis, and investigations, 
Premier reference source, IGI Global, George Washington University, 
<https://books.google.com.au/books?id=MtOeBQAAQBAJ>. 
 
De Wulf, K & Odekerken-Schröder, G 2000, The influence of seller relationship orientation 
and buyer relationship proneness on trust, commitment, and behavioral loyalty in a consumer 
environment, RUG, Faculteit Economie en Bedrijfskunde. 
 
DeVellis, RF 2012, Scale development: Theory and applications, Sage publications. 
 
Dholakia, UM, Bagozzi, RP & Pearo, LK 2004, 'A social influence model of consumer 
participation in network-and small-group-based virtual communities', International journal of 
research in marketing, vol. 21, no. 3, pp. 241-263. 
 
Dikow, H, Hasan, O, Kosch, H, Brunie, L & Sornin, R 2015, 'Improving the accuracy of 
Business-to-Business (B2B) reputation systems through rater expertise prediction', Computing, 
vol. 97, no. 1, pp. 29-49. 
 194 
 
Dinev, T & Hart, P 2006, 'An extended privacy calculus model for e-commerce transactions', 
Information systems research, vol. 17, no. 1, pp. 61-80. 
 
Doll, WJ & Torkzadeh, G 1988, 'The measurement of end-user computing satisfaction', MIS 
quarterly, vol. 12, no. 2, pp. 259-274. 
 
Doney, PM & Cannon, JP 1997, 'An examination of the nature of trust in buyer-seller 
relationships', Journal of Marketing, vol. 61, no. 2, pp. 35-51. 
 
Doney, PM, Cannon, JP & Mullen, MR 1998, 'Understanding the influence of national culture 
on the development of trust', Academy of Management Review, vol. 23, no. 3, pp. 601-620. 
 
Dwyer, C, Hiltz, SR & Passerini, K 'Trust and privacy concern within social networking sites: a 
comparison of Facebook and MySpace', p. 339. 
 
Dwyer, FR, Schurr, PH & Oh, S 1987, 'Developing buyer-seller relationships', The Journal of 
Marketing, vol. 51, no. 2, pp. 11-27. 
 
Easterby-Smith, M, Thorpe, R & Jackson, PR 2012, Management Research, SAGE 
Publications, <https://books.google.com.au/books?id=ahbhMb-R7MQC>. 
 
Egger, FN 'Affective design of e-commerce user interfaces: how to maximise perceived 
trustworthiness', pp. 317-324. 
 
Eid, MI 2011, 'Determinants of e-commerce customer satisfaction, trust, and loyalty in Saudi 
Arabia', Journal of Electronic Commerce Research, vol. 12, no. 1, p. 78. 
 
Einwiller, S 2003, 'When reputation engenders trust: an empirical investigation in business‐to‐
consumer electronic commerce', Electronic markets, vol. 13, no. 3, pp. 196-209. 
 
 195 
Einwiller, S & Will, M 2001, 'The role of reputation to engender trust in electronic markets', 
paper presented to 5th International Conference on Corporate Reputation, Identity, and 
Competitiveness, Paris, France, May, <https://www.alexandria.unisg.ch/12931/>. 
 
Ert, E, Fleischer, A & Magen, N 2016, 'Trust and reputation in the sharing economy: the role of 
personal photos in Airbnb', Tourism Management, vol. 55, pp. 62-73. 
 
Esmaeili, L, Mutallebi, M, Mardani, S & Golpayegani, SAH 2015, 'Studying the affecting 
factors on trust in social commerce', International Journal of advanced studies in Computer 
Science and Engineering (IJASCSE), vol. 4, no. 6, pp. 41-46. 
 
Excell, D 2012, 'Bayesian inference–the future of online fraud protection', Computer Fraud & 
Security, vol. 2012, no. 2, pp. 8-11. 
 
Fang, Y-H, Chiu, C-M & Wang, ETG 2011, 'Understanding customers' satisfaction and 
repurchase intentions: an integration of IS success model, trust, and justice', Internet Research, 
vol. 21, no. 4, pp. 479-503. 
 
Fang, Y, Qureshi, I, Sun, H, McCole, P, Ramsey, E & Lim, KH 2014, 'Trust, satisfaction, and 
online repurchase intention: the moderating role of perceived effectiveness of e-commerce 
institutional mechanisms', MIS Quarterly, vol. 38, no. 2, pp. 407-427. 
 
Fehr, E 2009, 'On the economics and biology of trust', Journal of the European Economic 
Association, vol. 7, no. 2‐3, pp. 235-266. 
 
Fehr, E, Fischbacher, U & Kosfeld, M 2005, 'Neuroeconomic foundations of trust and social 
preferences: initial evidence', American Economic Review, vol. 95, no. 2, pp. 346-351. 
 
Feinman, S & Lewis, M 2013, Social Influences and Socialization in Infancy, Genesis of 
Behavior, Springer US, <https://books.google.com.au/books?id=ma7zBwAAQBAJ>. 
 
Fernandes, L 2013, 'Fraud in electronic payment transactions: threats and countermeasures', 
Asia Pacific Journal of Marketing & Management Review, vol. 2, no. 3, pp. 23-32. 
 196 
 
Field, A 2009, Discovering Statistics Using SPSS, 3rd Edition (Introducing Statistical 
Methods), 3rd edn, SAGE Publications Ltd, <https://www.amazon.com/Discovering-Statistics-
Introducing-Statistical-
Methods/dp/1847879071?SubscriptionId=0JYN1NVW651KCA56C102&tag=techkie-
20&linkCode=xm2&camp=2025&creative=165953&creativeASIN=1847879071>. 
 
Filieri, R, McLeay, F & Tsui, B 2017, 'Antecedents of travellers’ satisfaction and purchase 
intention from social commerce websites', in Information and Communication Technologies in 
Tourism, Springer, pp. 517-528. 
 
Flavián, C, Guinalíu, M & Gurrea, R 2006, 'The role played by perceived usability, satisfaction 
and consumer trust on website loyalty', Information & Management, vol. 43, no. 1, pp. 1-14. 
 
Fombrun, CJ & Van Riel, CBM 1997, 'The reputational landscape', Corporate Reputation 
Review, vol. 1, no. 2, pp. 5-13. 
 
Fornell, C & Larcker, DF 1981, 'Evaluating structural equation models with unobservable 
variables and measurement error', Journal of Marketing Research, vol. 18, no. 1, pp. 39-50. 
 
Friedkin, NE 2006, A structural theory of social influence, Cambridge University Press, 
<https://www.ebook.de/de/product/5963898/noah_e_friedkin_a_structural_theory_of_social_inf
luence.html>. 
 
Füller, J, Bartl, M, Ernst, H & Mühlbacher, H 2006, 'Community based innovation: how to 
integrate members of virtual communities into new product development', Electronic Commerce 
Research, vol. 6, no. 1, pp. 57-73. 
 
Füller, J & Matzler, K 2007, 'Virtual product experience and customer participation—A chance 
for customer-centred, really new products', Technovation, vol. 27, no. 6, pp. 378-387. 
 
Fung, R & Lee, M 1999, 'EC-trust (trust in electronic commerce): exploring the antecedent 
factors', Journal of Personality and Social Psychology, vol. 49, no. 1, pp. 95-112. 
 197 
 
Ganesan, S 1993, 'Negotiation strategies and the nature of channel relationships', Journal of 
Marketing Research, vol. 30, pp. 183-203. 
 
Ganesan, S 1994, 'Determinants of long-term orientation in buyer-seller relationships', Journal 
of Marketing, vol. 51, no. 2, pp. 1-19. 
 
Gefen, D 2000, 'E-commerce: the role of familiarity and trust', Omega, vol. 28, no. 6, pp. 725-
737. 
 
Gefen, D & Straub, D 2005, 'A practical guide to factorial validity using PLS-Graph: tutorial 
and annotated example', Communications of the Association for Information systems, vol. 16, 
no. 1, pp. 91-110. 
 
Gefen, D & Straub, DW 2004, 'Consumer trust in B2C e-Commerce and the importance of 
social presence: experiments in e-Products and e-Services', Omega, vol. 32, no. 6, pp. 407-424. 
 
Geisser, S 1974, 'A predictive approach to the random effect model', Biometrika, vol. 61, no. 1, 
pp. 101-107. 
 
Gibbs, J, Kraemer, KL & Dedrick, J 2003, 'Environment and policy factors shaping global e-
commerce diffusion: a cross-country comparison', The Information Society, vol. 19, no. 1, pp. 5-
18. 
 
Gligor, V & Wing, JM 2011, 'Towards a theory of trust in networks of humans and computers', 
in Security Protocols XIX, Springer, pp. 223-242. 
 
Goffin, K, Lemke, F & Szwejczewski, M 2006, 'An exploratory study of ‘close’supplier–
manufacturer relationships', Journal of Operations Management, vol. 24, no. 2, pp. 189-209. 
 
Goldman, A 1978, 'Shopping Style Explanation for Store Loyalty', Journal of Retailing, vol. 53, 
no. 4, p. 33. 
 198 
 
Gong, W 2009, 'National culture and global diffusion of business-to-consumer e-commerce', 
Cross Cultural Management: An International Journal, vol. 16, no. 1, pp. 83-101. 
 
Goodrich, K & de Mooij, M 2014, 'How ‘social’are social media? A cross-cultural comparison 
of online and offline purchase decision influences', Journal of Marketing Communications, vol. 
20, no. 1-2, pp. 103-116. 
 
Gotsi, M & Wilson, AM 2001, 'Corporate reputation: seeking a definition', Corporate 
Communications: An International Journal, vol. 6, no. 1, pp. 24-30. 
 
Götz, O, Liehr-Gobbers, K & Krafft, M 2010, 'Evaluation of structural equation models using 
the partial least squares (PLS) approach', in Handbook of partial least squares, Springer, pp. 
691-711. 
 
Graca, SS, Barry, JM & Doney, PM 2015, 'Performance outcomes of behavioral attributes in 
buyer-supplier relationships', Journal of Business & Industrial Marketing, vol. 30, no. 7, pp. 
805-816. 
 
Grewal, D, Levy, M & Kumar, V 2009, 'Customer experience management in retailing: an 
organizing framework', Journal of Retailing, vol. 85, no. 1, pp. 1-14. 
 
Grimm, P 2010, 'Pretesting a questionnaire', in Wiley International Encyclopedia of Marketing, 
Wiley. 
 
Guba, EG & Lincoln, YS 1994, 'Competing paradigms in qualitative research', in NK Denzin & 
Y Lincoln (eds), Handbook of qualitative research, Sage Publications, Inc, Thousand Oaks, CA, 
pp. 105-117. 
 
Gul, R 2014, 'The relationship between reputation, customer satisfaction, trust, and loyalty', 
Journal of Public Administration and Governance, vol. 4, no. 3, pp. 368-387. 
 
 199 
Guo, S, Wang, M & Leskovec, J 'The role of social networks in online shopping: information 
passing, price of trust, and consumer choice', ACM, pp. 157-166. 
 
Gupta, A & Arora, N 2017, 'Understanding determinants and barriers of mobile shopping 
adoption using behavioral reasoning theory', Journal of Retailing and Consumer Services, vol. 
36, pp. 1-7. 
 
Gwinner, KP, Gremler, DD & Bitner, MJ 1998, 'Relational benefits in services industries: the 
customer’s perspective', Journal of the Academy of Marketing Science, vol. 26, no. 2, pp. 101-
114. 
 
Hai-Hua, LI & Du Xiao-yong, TX 2008, 'A capability enhanced trust evaluation model for web 
services', Chinese Journal of Computers, vol. 31, no. 8, pp. 1471-1477. 
 
Hair, J 2010, Multivariate data analysis, 7th edn, Prentice hall, London. 
 
Hair, J, Black, W, Babin, B & Anderson, R 2010, Multivariate data analysis: A global 
perspective, Pearson Prentice Hall. 
 
Hair, JF, Ringle, CM & Sarstedt, M 2011, 'PLS-SEM: indeed a silver bullet', Journal of 
Marketing Theory and Practice, vol. 19, no. 2, pp. 139-152. 
 
Hair, JF, Ringle, CM & Sarstedt, M 2013, 'Editorial-partial least squares structural equation 
modeling: rigorous applications, better results and higher acceptance', Long Range Planning, 
vol. 46, no. 1-2, pp. 1-12. 
 
Hair, JF, Sarstedt, M, Pieper, TM & Ringle, CM 2012, 'The use of partial least squares 
structural equation modeling in strategic management research: a review of past practices and 
recommendations for future applications', Long Range Planning, vol. 45, no. 5, pp. 320-340. 
 
Hair Jr, JF, Hult, GTM, Ringle, C & Sarstedt, M 2016, A primer on partial least squares 
structural equation modeling (PLS-SEM), 2nd edn, Sage Publications. 
 200 
 
Hair Jr, JF, Wolfinbarger, M, Money, AH, Samouel, P & Page, MJ 2007, Research methods for 
business, 2nd edn, John Wiley and Sons, Chichester. 
 
Hajli, M 2012a, 'An integrated model for e-commerce adoption at the customer level with the 
impact of social commerce', International Journal of Information Science and Management 
(IJISM), vol., pp. 77-97. 
 
Hajli, M 'Social commerce adoption model',  
 
Hajli, M 'Social commerce: the role of trust',  
 
Hajli, M 2013, 'A research framework for social commerce adoption', Information Management 
& Computer Security, vol. 21, no. 3, pp. 144-154. 
 
Hajli, M, Hajli, M & Khani, F 'Establishing trust in social commerce through social word of 
mouth', IEEE, pp. 1-22. 
 
Hajli, N 2015, 'Social commerce constructs and consumer's intention to buy', International 
Journal of Information Management, vol. 35, no. 2, pp. 183-191. 
 
Hajli, N, Sims, J, Zadeh, AH & Richard, M-O 2017, 'A social commerce investigation of the 
role of trust in a social networking site on purchase intentions', Journal of Business Research, 
vol. 71, pp. 133-141. 
 
Harrison-Walker, LJ 2001, 'The measurement of word-of-mouth communication and an 
investigation of service quality and customer commitment as potential antecedents', Journal of 
Service Research, vol. 4, no. 1, pp. 60-75. 
 
Hashim, KF, Yusof, SAM & Rashid, A 'The understanding of social networking site adoption as 
s-commerce platform', Conference, Johor Bahru, Malaysia,  
 
 201 
Hashim, NA, Nor, SM & Janor, H 2016, 'Riding the waves of social commerce: an empirical 
study of Malaysian entrepreneurs', Malaysian Journal of Society and Space, vol. 12, no. 2, pp. 
83 - 94. 
 
Hassan, S, Toland, J & Tate, M 2016, 'Why customers participate in social commerce 
activities?-A laddering analysis', paper presented to Australasian Conference on Information 
Systems, Adelaide  
 
Heinemann, G & Gaiser, C 2014, Social-local-mobile: the future of location-based services, 
Springer, Heidelberg. 
 
Henseler, J, Ringle, CM & Sarstedt, M 2015, 'A new criterion for assessing discriminant 
validity in variance-based structural equation modeling', Journal of the Academy of Marketing 
Science, vol. 43, no. 1, pp. 115-135. 
 
Hinkin, TR 1998, 'A brief tutorial on the development of measures for use in survey 
questionnaires', Organizational Research Methods, vol. 1, no. 1, pp. 104-121. 
 
 Hofstede, G 2017, Dimensions of National Culture: Country Comparison. 
 
 Hofstede, G 2017, What about Saudi Arabia?, <https://geert-hofstede.com/saudi-arabia.html>. 
 
Hofstede, GJ, Jonker, CM & Verwaart, T 2008, 'Long-term orientation in trade', in Complexity 
and Artificial Markets, Springer, pp. 107-119. 
 
Hoftede, G, Hofstede, GJ & Minkov, M 2010, Cultures and organizations - software of the 
mind, McGraw-Hill Education Ltd, 
<https://www.ebook.de/de/product/10560106/geert_hofstede_michael_minkov_michael_minko
v_cultures_and_organizations_software_of_the_mind.html>. 
 
Holleschovsky, N 'The social influence factor: Impact of online product review characteristics 
on consumer purchasing decisions', Enschede, The Netherlands,  
 202 
 
Hsiao, K-L, Chuan-Chuan Lin, J, Wang, X-Y, Lu, H-P & Yu, H 2010, 'Antecedents and 
consequences of trust in online product recommendations: An empirical study in social 
shopping', Online Information Review, vol. 34, no. 6, pp. 935-953. 
 
Hsu, C-L & Lin, JC-C 2008, 'Acceptance of blog usage: the roles of technology acceptance, 
social influence and knowledge sharing motivation', Information & Management, vol. 45, no. 1, 
pp. 65-74. 
 
Hsu, C-L & Lu, H-P 2004, 'Why do people play on-line games? An extended TAM with social 
influences and flow experience', Information & management, vol. 41, no. 7, pp. 853-868. 
 
Hsu, M-H, Chang, C-M, Chu, K-K & Lee, Y-J 2014, 'Determinants of repurchase intention in 
online group-buying: The perspectives of DeLone & McLean IS success model and trust', 
Computers in Human Behavior, vol. 36, pp. 234-245. 
 
Huang, Q, Chen, X, Ou, CX, Davison, RM & Hua, Z 2017, 'Understanding buyers' loyalty to a 
C2C platform: the roles of social capital, satisfaction and perceived effectiveness of e‐
commerce institutional mechanisms', Information Systems Journal, vol. 27, no. 1, pp. 91-119. 
 
Huang, Z & Benyoucef, M 2013, 'From e-commerce to social commerce: a close look at design 
features', Electronic Commerce Research and Applications, vol. 12, no. 4, pp. 246-259. 
 
Hulland, J 1999, 'Use of partial least squares (PLS) in strategic management research: a review 
of four recent studies', Strategic Management Journal, vol. 20, no. 2, pp. 195-204. 
 
Hwang, Y 'An empirical study of online trust and consumer behavior: Cultural orientation, 
social norms, and personal innovativeness in information technology', p. 69. 
 
Israel, GD 1992, Determining sample size, University of Florida Cooperative Extension Service, 
Institute of Food and Agriculture Sciences, EDIS, 
<https://www.tarleton.edu/academicassessment/documents/Samplesize.pdf>. 
 
 203 
Jaiswal, AK, Niraj, R & Venugopal, P 2010, 'Context-general and context-specific determinants 
of online satisfaction and loyalty for commerce and content sites', Journal of Interactive 
Marketing, vol. 24, no. 3, pp. 222-238. 
 
Jansen, BJ, Zhang, M, Sobel, K & Chowdury, A 2009, 'Twitter power: tweets as electronic 
word of mouth', Journal of the American society for Information Science and Technology, vol. 
60, no. 11, pp. 2169-2188. 
 
Jarvenpaa, S, Tractinsky, J & Vitale, M 2000, 'Consumer trust in an internet store', Information 
Technology and Management, vol. 1, no. (1-2), pp. 45–71. 
 
Jarvenpaa, SL, Tractinsky, N & Saarinen, L 1999, 'Consumer trust in an internet store: a cross‐
cultural validation', Journal of Computer‐Mediated Communication, vol. 5, no. 2. 
 
Jha, V, Ramu, S, Shenoy, PD & Venugopal, KR 2017, 'Reputation systems: evaluating 
reputation among all good sellers', Data-Enabled Discovery and Applications, vol. 1, no. 1, p. 8. 
 
Jin, B & Park, JY 2006, 'The moderating effect of online purchase experience on the evaluation 
of online store attributes and the subsequent impact on market response outcomes', Advances in 
Consumer Research, vol. 33, pp. 203-211. 
 
Jin, B, Yong Park, J & Kim, J 2008, 'Cross-cultural examination of the relationships among firm 
reputation, e-satisfaction, e-trust, and e-loyalty', International Marketing Review, vol. 25, no. 3, 
pp. 324-337. 
 
Jones, K & Leonard, LNK 2008, 'Trust in consumer-to-consumer electronic commerce', 
Information & Management, vol. 45, no. 2, pp. 88-95. 
 
Josang, A, Ismail, R & Boyd, C 2007, 'A survey of trust and reputation systems for online 
service provision', Decision Support Systems, vol. 43, no. 2, pp. 618-644. 
 
Kalwani, MU & Narayandas, N 1995, 'Long-term manufacturer-supplier relationships: do they 
pay off for supplier firms?', The Journal of Marketing, vol. 59, no. 1, pp. 1-16. 
 204 
 
Kanyaru, P & Kyalo, J 2015, 'Factors affecting the online transactions in the developing 
countries: a case of e-commerce businesses in Nairobi county, Kenya', Journal of Educational 
Policy and Entrepreneurial Research, vol. 2, no. 3, pp. 1-7. 
 
Kanyaru, PM & Kyalo, JK 2015, 'Factors affecting the online transactions in the developing 
countries: a case of e-commerce businesses in Nairobi county, Kenya', Journal of Educational 
Policy and Entrepreneurial Research, vol. 2, no. 3, pp. 1-7. 
 
Karake-Shalhoub, Z 2002, Trust and loyalty in electronic commerce: an agency theory 
perspective, Greenwood Publishing Group Inc, Westport, CT. 
 
Kassim, N & Abdullah, NA 2010, 'The effect of perceived service quality dimensions on 
customer satisfaction, trust, and loyalty in e-commerce settings: a cross cultural analysis', Asia 
Pacific Journal of Marketing and Logistics, vol. 22, no. 3, pp. 351-371. 
 
Kassim, N & Asiah Abdullah, N 2010, 'The effect of perceived service quality dimensions on 
customer satisfaction, trust, and loyalty in e-commerce settings: A cross cultural analysis', Asia 
Pacific Journal of Marketing and Logistics, vol. 22, no. 3, pp. 351-371. 
 
Kelman, HC 1958, 'Compliance, identification, and internalization: three processes of attitude 
change', Journal of Conflict Resolution, vol. 2, no. 1, pp. 51-60. 
 
Kelman, HC 1974, 'Further thoughts on the processes of compliance, identification, and 
internalization', in J Tedeschi (ed.), Perspectives on social power, Aldine, Chicago, pp. 125-
171. 
 
Kennedy, MS, Ferrell, LK & LeClair, DT 2001, 'Consumers' trust of salesperson and 
manufacturer: an empirical study', Journal of Business Research, vol. 51, no. 1, pp. 73-86. 
 
Kenny, T 1994, 'From vision to reality through values', Management Development Review, vol. 
7, no. 3, pp. 17-20. 
 
 205 
Keser, C 2002, Trust and reputation building in E-commerce, CIRANO Working Papers, 
CIRANO  
 
Khosrowpour, M 2004, The social and cognitive impacts of e-commerce on modern 
organizations, IGI Global. 
 
Kim, Song, YI, Braynov, SB & Rao, HR 2005, 'A multidimensional trust formation model in B-
to-C e-commerce: a conceptual framework and content analyses of academia/practitioner 
perspectives', Decision Support Systems, vol. 40, no. 2, pp. 143-165. 
 
Kim, DJ, Ferrin, DL & Rao, HR 'A study of the effect of consumer trust on consumer 
expectations and satisfaction: The Korean experience', ACM, pp. 310-315. 
 
Kim, DJ, Ferrin, DL & Rao, HR 2008, 'A trust-based consumer decision-making model in 
electronic commerce: The role of trust, perceived risk, and their antecedents', Decision Support 
Systems, vol. 44, no. 2, pp. 544-564. 
 
Kim, DJ, Ferrin, DL & Rao, HR 2009, 'Trust and satisfaction, two stepping stones for successful 
e-commerce relationships: a longitudinal exploration', Information systems research, vol. 20, 
no. 2, pp. 237-257. 
 
Kim, DJ & Srivastava, J 'Impact of social influence in e-commerce decision making', ACM, pp. 
293-302. 
 
Kim, JW, Choi, J, Qualls, W & Han, K 2008, 'It takes a marketplace community to raise brand 
commitment: the role of online communities', Journal of Marketing Management, vol. 24, no. 
3-4, pp. 409-431. 
 
Kim, K & Prabhakar, B 'Initial trust, perceived risk, and the adoption of internet banking', 
Association for Information Systems, pp. 537-543. 
 
 206 
Kim, K, Shin, H & Kim, B 2011, 'The role of psychological traits and social factors in using 
new mobile communication services', Electronic Commerce Research and Applications, vol. 10, 
no. 4, pp. 408-417. 
 
Kim, S-Y & Joo, Y-H 2001, 'Perceived interactivity and web site loyalty/on the tole of flow as a 
mediating variable', Journal of Consumer Studies, vol. 12, no. 4, pp. 185-208. 
 
Kim, S & Noh, M-J 2012, 'Determinants influencing consumers' trust and trust performance of 
social commerce and moderating effect of experience', Information Technology Journal, vol. 
11, no. 10, pp. 1369-1380. 
 
Kim, S & Park, H 2013, 'Effects of various characteristics of social commerce (s-commerce) on 
consumers’ trust and trust performance', International Journal of Information Management, vol. 
33, no. 2, pp. 318-332. 
 
Kim, WG & Kim, DJ 2004, 'Factors affecting online hotel reservation intention between online 
and non-online customers', International Journal of Hospitality Management, vol. 23, no. 4, pp. 
381-395. 
 
Kim, Y & Peterson, RA 2017, 'A meta-analysis of online trust relationships in e-commerce', 
Journal of Interactive Marketing, vol. 38, pp. 44-54. 
 
Kim, Y, Sohn, D & Choi, SM 2011, 'Cultural difference in motivations for using social network 
sites: a comparative study of American and Korean college students', Computers in Human 
Behavior, vol. 27, no. 1, pp. 365-372. 
 
Kim, Y & Srivastava, J 'Impact of social influence in e-commerce decision making', ACM, pp. 
293-302. 
 
Koh, J & Kim, Y-G 2003, 'Sense of virtual community: a conceptual framework and empirical 
validation', International Journal of Electronic Commerce, vol. 8, no. 2, pp. 75-94. 
 
Kothari, CR 2004, Research methodology: methods and techniques, New Age International. 
 207 
 
Kotler, P 2000, Marketing Management, Millenium Edition, Prentice-Hall, Upper Saddle River, 
New Jersey. 
 
Koufaris, M & Hampton-Sosa, W 2004, 'The development of initial trust in an online company 
by new customers', Information & Management, vol. 41, no. 3, pp. 377-397. 
 
Krause, DR, Handfield, RB & Tyler, BB 2007, 'The relationships between supplier 
development, commitment, social capital accumulation and performance improvement', Journal 
of Operations Management, vol. 25, no. 2, pp. 528-545. 
 
Kuan, H-H & Bock, G-W 2007, 'Trust transference in brick and click retailers: an investigation 
of the before-online-visit phase', Information & Management, vol. 44, no. 2, pp. 175-187. 
 
Kumar, N & Benbasat, I 2002, 'Para-social presence and communication capabilities of a web 
site: a theoretical perspective', E-service Journal, vol. 1, no. 3, pp. 5-24. 
 
Kushwaha, T 2014, 'An exploratory study of consumerʼs perception about relational benefits in 
retailing', Procedia-Social and Behavioral Sciences, vol. 133, pp. 438-446. 
 
Kwahk, K-Y & Ge, X 'The effects of social media on E-commerce: a perspective of social 
impact theory', IEEE, pp. 1814-1823. 
 
Lai, LSL & Turban, E 2008, 'Groups formation and operations in the Web 2.0 environment and 
social networks', Group Decision and Negotiation, vol. 17, no. 5, pp. 387-402. 
 
Landon, S & Smith, CE 1997, 'The use of quality and reputation indicators by consumers: the 
case of Bordeaux wine', Journal of Consumer Policy, vol. 20, no. 3, pp. 289-323. 
 
Latane, B 1981, 'The psychology of social impact', American psychologist, vol. 36, no. 4, p. 
343. 
 
 208 
Lawson, J & Schepp, D 2014, Kick ass social commerce for e-preneurs: it's not about likes--it's 
about sales, BenBella Books, <https://books.google.com.au/books?id=TuDYAgAAQBAJ>. 
 
Le Tuong, L & Hong, DV 2014, 'Factors affecting a long-term relationship between a retailer 
and a supplier: a case study from Vietnam', International Journal of Economics, Commerce and 
Management, vol. 11, no. 10, pp. 1-13. 
 
Lee, J-C, Shiue, Y-C & Chen, C-Y 2016, 'Examining the impacts of organizational culture and 
top management support of knowledge sharing on the success of software process 
improvement', Computers in Human Behavior, vol. 54, pp. 462-474. 
 
Lee, JY 2015, 'Trust and social commerce', University of Pittsburgh Law Review, vol. 77, pp. 
137-181. 
 
Lee, Y & Kwon, O 2011, 'Intimacy, familiarity and continuance intention: An extended 
expectation–confirmation model in web-based services', Electronic Commerce Research and 
Applications, vol. 10, no. 3, pp. 342-357. 
 
Lewis-Beck, M, Bryman, AE & Liao, TF 2003, The Sage encyclopedia of social science 
research methods, Sage Publications. 
 
Lewis, JD & Weigert, A 1985, 'Trust as a social reality', Social forces, vol. 63, no. 4, pp. 967-
985. 
 
Li, Y-M, Wu, C-T & Lai, C-Y 2013, 'A social recommender mechanism for e-commerce: 
combining similarity, trust, and relationship', Decision Support Systems, vol. 55, no. 3, pp. 740-
752. 
 
Liang, T-P, Ho, Y-T, Li, Y-W & Turban, E 2011, 'What drives social commerce: the role of 
social support and relationship quality', International Journal of Electronic Commerce, vol. 16, 
no. 2, pp. 69-90. 
 
 209 
Liang, T-P, Ho, Y-T, Li, Y-W & Turban, E 2012, 'What drives social commerce: the role of 
social support and relationship quality', International Journal of Electronic Commerce, vol. 16, 
no. 2, pp. 69-90. 
 
Liang, T-P & Turban, E 2011, 'Introduction to the special issue social commerce: a research 
framework for social commerce', International Journal of Electronic Commerce, vol. 16, no. 2, 
pp. 5-14. 
 
Liao, C, Palvia, P & Lin, H-N 2006, 'The roles of habit and web site quality in e-commerce', 
International Journal of Information Management, vol. 26, no. 6, pp. 469-483. 
 
Lien, CH & Cao, Y 2014, 'Examining WeChat users’ motivations, trust, attitudes, and positive 
word-of-mouth: evidence from China', Computers in Human Behavior, vol. 41, pp. 104-111. 
 
Lin, CC 2003, 'A critical appraisal of customer satisfaction and e-commerce', Managerial 
Auditing Journal, vol. 18, no. 3, pp. 202-212. 
 
Liu, C, Arnett, KP & Litecky, C 2000, 'Design quality of websites for electronic commerce: 
Fortune 1000 webmasters' evaluations', Electronic markets, vol. 10, no. 2, pp. 120-129. 
 
Liu, Y, Luo, Y & Liu, T 2009, 'Governing buyer–supplier relationships through transactional 
and relational mechanisms: evidence from China', Journal of Operations Management, vol. 27, 
no. 4, pp. 294-309. 
 
Loraas, T & Wolfe, CJ 2006, 'Why wait? Modeling factors that influence the decision of when 
to learn a new use of technology', Journal of Information Systems, vol. 20, no. 2, pp. 1-23. 
 
Lubbe, S 2002, The economic and social impacts of e-commerce, IGI Global. 
 
Luo, Q & Zhong, D 2015, 'Using social network analysis to explain communication 
characteristics of travel-related electronic word-of-mouth on social networking sites', Tourism 
Management, vol. 46, pp. 274-282. 
 210 
 
Mackenzie, N & Knipe, S 2006, 'Research dilemmas: paradigms, methods and methodology', 
Issues in Educational Research, vol. 16, no. 2, pp. 193-205. 
 
Mai, NTT, Takahashi, Y & Tuan, NP 2014, 'Determinants of online customer satisfaction in an 
emerging market-a mediator role of trust', International Journal of Contemporary Management, 
vol. 13, no. 1, pp. 8-30. 
 
Malhotra, NK 2006, 'Questionnaire design and scale development', in R Grover & M Vriens 
(eds), The handbook of marketing research: uses, misuses, and future advances, SAGE, pp. 
176-202. 
 
Markus, KA 2012, 'Principles and practice of structural equation modeling by Rex B. Kline', 
Structural Equation Modeling: A Multidisciplinary Journal, vol. 19, no. 3, pp. 509-512. 
 
Marsden, P 'Social commerce: monetizing social media', Hamburg, Germany, GRIN Verlag, p. 
32. 
 
Marsden, P & Chaney, P 2013, The social commerce handbook: 20 secrets for turning social 
media into social sales, McGraw-Hill, New York, 
<https://www.ebook.de/de/product/19722248/paul_marsden_paul_chaney_social_commerce_ha
ndbook_20_secrets_for_turning_social_media_into_social_sales.html>. 
 
Marshall, GW, Moncrief, WC, Rudd, JM & Lee, N 2012, 'Revolution in sales: the impact of 
social media and related technology on the selling environment', Journal of Personal Selling & 
Sales Management, vol. 32, no. 3, pp. 349-363. 
 
Maxham, JG 2001, 'Service recovery's influence on consumer satisfaction, positive word-of-
mouth, and purchase intentions', Journal of Business Research, vol. 54, no. 1, pp. 11-24. 
 
Mayer, RC, Davis, JH & Schoorman, FD 1995, 'An integrative model of organizational trust', 
Academy of Management Review, vol. 20, no. 3, pp. 709-734. 
 
 211 
McKnight, DH, Choudhury, V & Kacmar, C 2002, 'Developing and validating trust measures 
for e-commerce: an integrative typology', Information systems research, vol. 13, no. 3, pp. 334-
359. 
 
Mertens, DM 2007, 'Transformative paradigm mixed methods and social justice', Journal of 
Mixed Methods Research, vol. 1, no. 3, pp. 212-225. 
 
Metzger, MJ 2004, 'Privacy, trust, and disclosure: exploring barriers to electronic commerce', 
Journal of Computer‐Mediated Communication, vol. 9, no. 4. 
 
Mikalef, P, Giannakos, M & Pateli, A 2013, 'Shopping and word-of-mouth intentions on social 
media', Journal of Theoretical and Applied Electronic Commerce Research, vol. 8, no. 1, pp. 
17-34. 
 
MOD 2018, Ministry of education, viewed 02/05/2018, 
<http://he.moe.gov.sa/ar/studyinside/Private-higher-Education/Pages/default.aspx>. 
 
Moon, YI & Lee, IH 2008, 'A study on the performance of online community reputation, social 
presence, interactivity, playfulness: mediating role of trust and flow', The e-Business Studies, 
vol. 9, pp. 75-99. 
 
Moorman, C, Zaltman, G & Deshpande, R 1992, 'Relationships between providers and users of 
market research: the dynamics of trust within and between organizations', Journal of Marketing 
Research, vol. 29, no. 3, pp. 314-328  
 
Morgan, RM & Hunt, SD 1994, 'The commitment-trust theory of relationship marketing', The 
Journal of Marketing, vol. 58, no. 3, pp. 20-38. 
 
Muchnik, L, Aral, S & Taylor, SJ 2013, 'Social influence bias: a randomized experiment', 
Science, vol. 341, no. 6146, pp. 647-651. 
 
Mutz, DC 2005, 'Social trust and e-commerce experimental evidence for the effects of social 
trust on individuals’ economic behavior', Public Opinion Quarterly, vol. 69, no. 3, pp. 393-416. 
 212 
 
Narayanan, VG & Raman, A 2004, 'Aligning incentives in supply chains', Harvard Business 
Review, vol. 82, no. 11, pp. 94-102. 
 
Ng, CS-P 2013, 'Intention to purchase on social commerce websites across cultures: a cross-
regional study', Information & Management, vol. 50, no. 8, pp. 609-620. 
 
Nisar, TM & Prabhakar, G 2017, 'What factors determine e-satisfaction and consumer spending 
in e-commerce retailing?', Journal of Retailing and Consumer Services, vol. 39, pp. 135-144. 
 
Noordewier, TG, John, G & Nevin, JR 1990, 'Performance outcomes of purchasing 
arrangements in industrial buyer-vendor relationships', The Journal of Marketing, vol. 54, pp. 
80-93. 
 
Oliver, RL 1980, 'A cognitive model of the antecedents and consequences of satisfaction 
decisions', Journal of Marketing Research, vol. 17, pp. 460-469. 
 
Olson, K 2010, 'An examination of questionnaire evaluation by expert reviewers', Field 
Methods, vol. 22, no. 4, pp. 295-318. 
 
Osborne, JW 2012, Best practices in data cleaning: A complete guide to everything you need to 
do before and after collecting your data, Sage. 
 
Ozok, AA & Zaphiris, P 2009, Online communities and social computing, Information Systems 
and Applications, incl. Internet/Web, and HCI, Springer. 
 
 Pallant, J 2013, A step by step guide to data analysis using IBM SPSS: survival manual, 
Maidenhead: Mc Graw Hill. 
 
Palmatier, RW, Dant, RP, Grewal, D & Evans, KR 2006, 'Factors influencing the effectiveness 
of relationship marketing: a meta-analysis', Journal of Marketing, vol. 70, no. 4, pp. 136-153. 
 
 213 
Parise, S, Guinan, PJ & Weinberg, BD 2008, 'The secrets of marketing in a web 2.0 world', The 
Wall Street Journal, no. December 15, 
<https://www.wsj.com/articles/SB122884677205091919>. 
 
Park, C & Kang, BG 2003, 'Factors influencing on trust toward e-commerce by consumer 
experience of online buying', Information Systems Review, vol. 5, pp. 81–95. 
 
Park, D-H, Lee, J & Han, I 2007, 'The effect of on-line consumer reviews on consumer 
purchasing intention: the moderating role of involvement', International Journal of Electronic 
Commerce, vol. 11, no. 4, pp. 125-148. 
 
Park, J, Gunn, F & Han, S-L 2012, 'Multidimensional trust building in e-retailing: cross-cultural 
differences in trust formation and implications for perceived risk', Journal of Retailing and 
Consumer Services, vol. 19, no. 3, pp. 304-312. 
 
Park, J, Lee, H & Kim, C 2014, 'Corporate social responsibilities, consumer trust and corporate 
reputation: South Korean consumers' perspectives', Journal of Business Research, vol. 67, no. 3, 
pp. 295-302. 
 
Park, JE, Chaiy, SI & Lee, SH 1998, 'The moderating role of relationship quality in the effect of 
service satisfaction on repurchase intentions', Korea Marketing Review, vol. 13, no. 2, pp. 119-
139. 
 
Parker, C & Mathews, BP 2001, 'Customer satisfaction: contrasting academic and consumers’ 
interpretations', Marketing Intelligence & Planning, vol. 19, no. 1, pp. 38-44. 
 
Pavlou, PA & Fygenson, M 2006, 'Understanding and predicting electronic commerce adoption: 
an extension of the theory of planned behavior', Management Information Systems Quarterly, 
vol. 30, no. 1, pp. 115-143. 
 
Pavlou, PA & Gefen, D 2004, 'Building effective online marketplaces with institution-based 
trust', Information systems research, vol. 15, no. 1, pp. 37-59. 
 
 214 
Peng, DX & Lai, F 2012, 'Using partial least squares in operations management research: a 
practical guideline and summary of past research', Journal of Operations Management, vol. 30, 
no. 6, pp. 467-480. 
 
Peterson, RA 1995, 'Relationship marketing and the consumer', Journal of the Academy of 
Marketing Science, vol. 23, no. 4, pp. 278-281. 
 
Podsakoff, PM, MacKenzie, SB, Lee, J-Y & Podsakoff, NP 2003, 'Common method biases in 
behavioral research: a critical review of the literature and recommended remedies', Journal of 
Applied Psychology, vol. 88, no. 5, p. 879. 
 
Pongsakornrungsilp, S & Schroeder, JE 2011, 'Understanding value co-creation in a co-
consuming brand community', Marketing Theory, vol. 11, no. 3, pp. 303-324. 
 
Pookulangara, S & Koesler, K 2011, 'Cultural influence on consumers' usage of social networks 
and its' impact on online purchase intentions', Journal of Retailing and Consumer Services, vol. 
18, no. 4, pp. 348-354. 
 
Rice, RE & Case, D 1983, 'Electronic message systems in the university: A description of use 
and utility', Journal of Communication, vol. 33, no. 1, pp. 131-152. 
 
Richardson, HA, Simmering, MJ & Sturman, MC 2009, 'A tale of three perspectives: examining 
post hoc statistical techniques for detection and correction of common method variance', 
Organizational Research Methods, vol. 12, no. 4, pp. 762 - 800. 
 
Rosenbek, JC, Robbins, JA, Roecker, EB, Coyle, JL & Wood, JL 1996, 'A penetration-
aspiration scale', Dysphagia, vol. 11, no. 2, pp. 93-98. 
 
Rothgeb, J, Willis, G & Forsyth, B 2007, 'Questionnaire pretesting methods: do different 
techniques and different organizations produce similar results?', Bulletin de Méthodologie 
Sociologique, vol. 96, no. 1, pp. 5-31. 
 
 Rubel, S 2005, 2006 Trends to Watch Part II: Social Commerce. 
 215 
 
Russell, DW 2002, 'In search of underlying dimensions: the use (and abuse) of factor analysis in 
personality and social psychology bulletin', Personality and Social Psychology Bulletin, vol. 28, 
no. 12, pp. 1629-1646. 
 
Schechter, LA 2005, Trust, trustworthiness, and risk in rural Paraguay, thesis, University of 
California, Berkeley. 
 
Scotland, J 2012, 'Exploring the philosophical underpinnings of research: relating ontology and 
epistemology to the methodology and methods of the scientific, interpretive, and critical 
research paradigms', English Language Teaching, vol. 5, no. 9, pp. 9-17. 
 
Sekaran, U 2000, Research methods for business: a skill-building approach, 3 edn, John Wiley 
& Sons. 
 
Sekaran, U 2003, Research Methods for Business: A Skill Building Approach, John Willey and 
Sons, New York 
 
 
Sekaran, U 2006, Research methods for business: A skill building approach, John Wiley & 
Sons. 
 
Sharma, N & Patterson, PG 1999, 'The impact of communication effectiveness and service 
quality on relationship commitment in consumer, professional services', Journal of Services 
Marketing, vol. 13, no. 2, pp. 151-170. 
 
Shen, J 2012, 'Social comparison, social presence, and enjoyment in the acceptance of social 
shopping websites', Journal of Electronic Commerce Research, vol. 13, no. 3, p. 198. 
 
Shen, J & Eder, L 'Determining factors in the acceptance of social shopping websites', 
inproceedings, Americas Conference on Information Systems,  
 
 216 
Shergill, GS & Chen, Z 2005, 'Web-based shopping: consumers’ attitudes towards online 
shopping in New Zealand', Journal of Electronic Commerce Research, vol. 6, no. 2, pp. 79-94. 
 
Shi, S & Chow, WS 2015, 'Trust development and transfer in social commerce: prior experience 
as moderator', Industrial Management & Data Systems, vol. 115, no. 7, pp. 1182-1203. 
 
Shiau, W-L & Luo, MM 2012, 'Factors affecting online group buying intention and satisfaction: 
a social exchange theory perspective', Computers in Human Behavior, vol. 28, no. 6, pp. 2431-
2444. 
 
Shrout, PE & Fleiss, JL 1979, 'Intraclass correlations: uses in assessing rater reliability', 
Psychological Bulletin, vol. 86, no. 2, pp. 420-428. 
 
Sogunro, OA 2002, 'Selecting a quantitative or qualitative research methodology: an 
experience', Educational Research Quarterly, vol. 26, no. 1, p. 3. 
 
Sohn, D 2009, 'Disentangling the effects of social network density on electronic word‐of‐mouth 
(eWOM) intention', Journal of Computer‐Mediated Communication, vol. 14, no. 2, pp. 352-367. 
 
Srinivasan, SS, Anderson, R & Ponnavolu, K 2002, 'Customer loyalty in e-commerce: an 
exploration of its antecedents and consequences', Journal of Retailing, vol. 78, no. 1, pp. 41-50. 
 
Steffes, EM & Burgee, LE 2009, 'Social ties and online word of mouth', Internet research, vol. 
19, no. 1, pp. 42-59. 
 
Stephen, AT & Toubia, O 2010, 'Deriving value from social commerce networks', Journal of 
Marketing Research, vol. 47, no. 2, pp. 215-228. 
 
Stone, M 1974, 'Cross-validatory choice and assessment of statistical predictions', Journal of the 
Royal Statistical Society. Series B (Methodological), vol. 36, no. 2, pp. 111-147. 
 
 217 
Swamynathan, G, Wilson, C, Boe, B, Almeroth, K & Zhao, BY 'Do social networks improve e-
commerce?: a study on social marketplaces', Association for Computing Machinery, pp. 1-6. 
 
Swan, JE & Oliver, RL 1989, 'Postpurchase communications by consumers', Journal of 
Retailing, vol. 65, no. 4, pp. 516-533. 
 
Swatos, WH 1998, Encyclopedia of Religion and Society, ALTA MIRA PR, Walnut Creek, 
Calif, 
<https://www.ebook.de/de/product/19872461/encyclopedia_of_religion_and_society.html>. 
 
Taylor, S & Todd, PA 1995, 'Understanding information technology usage: a test of competing 
models', Information systems research, vol. 6, no. 2, pp. 144-176. 
 
Tenenhaus, M, Vinzi, VE, Chatelin, Y-M & Lauro, C 2005, 'PLS path modeling', 
Computational Statistics & Data Analysis, vol. 48, no. 1, pp. 159-205. 
 
Teo, TSH & Liu, J 2007, 'Consumer trust in e-commerce in the United States, Singapore and 
China', Omega, vol. 35, no. 1, pp. 22-38. 
 
Thakur, A & Narula, MS 2013, 'Examining Antecedents of Trust in Online Shopping: A Review 
Based Study', vol. 
 
Thomas, DMS & Forcht, KA 'Legal and social aspects of e-commerce', inproceedings, pp. 214-
219. 
 
Toellner, J 2014, Mobile services in retail and their influence on customer satisfaction, thesis, 
University of Applied Sciences Essen, Munich. 
 
Treiblmaier, H & Filzmoser, P 2010, 'Exploratory factor analysis revisited: how robust methods 
support the detection of hidden multivariate data structures in IS research', Information & 
Management, vol. 47, no. 4, pp. 197-207. 
 
 218 
Tsai, W & Ghoshal, S 1998, 'Social capital and value creation: the role of intrafirm networks', 
Academy of Management Journal, vol. 41, no. 4, pp. 464-476. 
 
Turban, E, King, D, Lee, JK, Liang, T-P & Turban, DC 2015, Electronic commerce: a 
managerial and social networks perspective, 8th edn, Springer. 
 
Vasant, PM 2013, Handbook of research on novel soft computing intelligent algorithms: theory 
and practical applications, IGI Global. 
 
Venkatesh, V & Morris, MG 2000, 'Why don’t men ever stop to ask for directions? Gender, 
social influence, and their role in technology acceptance and usage behavior', Management 
Information Systems Quarterly, vol. 24, no. 1, pp. 115–139. 
 
Vinzi, VE, Trinchera, L & Amato, S 2010, 'PLS path modeling: from foundations to recent 
developments and open issues for model assessment and improvement', in Handbook of Partial 
Least Squares, Springer, pp. 47-82. 
 
Wagner, J & Rydstrom, G 2001, 'Satisfaction, trust and commitment in consumers relationships 
with online retailers', European Advances in Consumer Research, vol. 5, no. 1, pp. 276-281. 
 
Wang, C 2009, 'Linking shopping and social networking: approaches to social shopping', paper 
presented to Proceedings of the 15th Americas Conference on Information Systems, San 
Francisco, California, <http://aisel.aisnet.org/amcis2009/27>. 
 
Wang, C & Zhang, P 2012, 'The evolution of social commerce: the people, management, 
technology, and information dimensions', Communications of the Association for Information 
Systems, vol. 31, no. Article 5, p. 25. 
 
Wang, CL, Siu, NYM & Barnes, BR 2008, 'The significance of trust and renqing in the long-
term orientation of Chinese business-to-business relationships', Industrial Marketing 
Management, vol. 37, no. 7, pp. 819-824. 
 
 219 
Wang, W-T, Wang, Y-S & Liu, E-R 2016, 'The stickiness intention of group-buying websites: 
the integration of the commitment–trust theory and e-commerce success model', Information & 
Management, vol. 53, no. 5, pp. 625-642. 
 
Wang, Y & Yu, C 2017, 'Social interaction-based consumer decision-making model in social 
commerce: The role of word of mouth and observational learning', International Journal of 
Information Management, vol. 3, no. 37, pp. 179-189. 
 
Warkentin, M 2001, Business to business electronic commerce: challenges and solutions, IGI 
Global. 
 
Wigand, RT, Benjamin, RI & Birkland, JL 'Web 2.0 and beyond: implications for electronic 
commerce', ACM, p. 7. 
 
Wilden, R, Gudergan, SP, Nielsen, BB & Lings, I 2013, 'Dynamic capabilities and performance: 
strategy, structure and environment', Long Range Planning, vol. 46, no. 1, pp. 72-96. 
 
Williams, LJ & Brown, BK 1994, 'Method variance in organizational behavior and human 
resources research: effects on correlations, path coefficients, and hypothesis testing', 
Organizational Behavior and Human Decision Processes, vol. 57, no. 2, pp. 185-209. 
 
Wilson, DT 1995, 'An integrated model of buyer-seller relationships', Journal of the Academy of 
Marketing Science, vol. 23, no. 4, pp. 335-345. 
 
Wu, H-L & Wang, J-W 'An empirical study of flow experiences in social network sites', 
inproceedings, 01, PACIS, p. 215. 
 
Wu, J-J & Chang, Y-S 2006, 'Effect of transaction trust on e-commerce relationships between 
travel agencies', Tourism Management, vol. 27, no. 6, pp. 1253-1261. 
 
Wu, W-Y, Quyen, PTP & Rivas, AAA 2017, 'How e-servicescapes affect customer online 
shopping intention: the moderating effects of gender and online purchasing experience', 
Information Systems and e-Business Management, vol. 15, no. 3, pp. 689-715. 
 220 
 
Wulf, KD, Odekerken-Schröder, G & Iacobucci, D 2001, 'Investments in consumer 
relationships: a cross-country and cross-industry exploration', Journal of Marketing, vol. 65, no. 
4, pp. 33-50. 
 
Xu-Priour, D-L, Truong, Y & Klink, RR 2014, 'The effects of collectivism and polychronic time 
orientation on online social interaction and shopping behavior: a comparative study between 
China and France', Technological Forecasting and Social Change, vol. 88, pp. 265-275. 
 
Yajing, D, Youshi, H & Yufei, Y 2016, 'Framework for understanding the business model of 
social commerce', International Journal of Management Science, vol. 6, no. 2, pp. 112-118. 
 
Yang, Z, Cai, S, Zhou, Z & Zhou, N 2005, 'Development and validation of an instrument to 
measure user perceived service quality of information presenting web portals', Information & 
Management, vol. 42, no. 4, pp. 575-589. 
 
Yoo, CW, Kim, YJ & Sanders, GL 2015, 'The impact of interactivity of electronic word of 
mouth systems and E-Quality on decision support in the context of the e-marketplace', 
Information & Management, vol. 52, no. 4, pp. 496-505. 
 
Yoon, B 2016, Exploring the possibility of using used car batteries as residential energy storage, 
thesis, California State Polytechnic University. 
 
Yoon, SJ 2002, 'The antecedents and consequences of trust in online‐purchase decisions', 
Journal of Interactive Marketing, vol. 16, no. 2, pp. 47-63. 
 
Yousafzai, S, Pallister, J & Foxall, G 2009, 'Multi-dimensional role of trust in Internet banking 
adoption', The Service Industries Journal, vol. 29, no. 5, pp. 591-605. 
 
Zhang, J, Liu, H, Sayogo, DS, Picazo-Vela, S & Luna-Reyes, L 2016, 'Strengthening 
institutional-based trust for sustainable consumption: Lessons for smart disclosure', Government 
Information Quarterly, vol. 33, no. 3, pp. 552-561. 
 
 221 
Zhao, Y & Lavin, M 2012, 'An empirical study of knowledge transfer in working relationships 
with suppliers in new product development', International Journal of Innovation Management, 
vol. 16, no. 2. 
 
Zheng, X, Zhu, S & Lin, Z 2013, 'Capturing the essence of word-of-mouth for social commerce: 
assessing the quality of online e-commerce reviews by a semi-supervised approach', Decision 
Support Systems, vol. 56, pp. 211-222. 
 
Zhong, Y 'Social Commerce: A New Electronic Commerce', Wuhan, China,,  
 
Zins, AH 2001, 'Relative attitudes and commitment in customer loyalty models: some 
experiences in the commercial airline industry', International Journal of Service Industry 
Management, vol. 12, no. 3, pp. 269-294. 
 
 
 
 
 
 
 
 
  
2
2
2
 
Appendices 
Appendix 4.1 Initial Set of Items 
Factors Article Number of Items Original Items 
Trust Liang, Ting-Peng et al. 
(2011) 
3 1. The performances of Plurk always meets my expectations. 
2. Plurk can be counted on as a good social networking site. 
3. Plurk is a reliable social networking site. 
Hajli, M (2012a) 6 1. Promises made by SNSs are likely to be reliable. 
2. I do not doubt the honesty of SNSs. 
3. I expect that the advice given by SNSs is their best judgement. 
4. I believe SNSs have my information safety in mind. 
5. SNSs give me an impression that they keep my privacy information safe. 
6. SNSs (such as Facebook and Myspace) are trustworthy. 
Gefen (2000) 3 1. Even if not monitored, I’d trust Amazon.com to do the job right. 
2. I trust Amazon.com. 
3. I believe that Amazon.com are trustworthy. 
D.J. Jin, Yong Park and 
Kim (2008) 
3 1. This site is trustworthy. 
2. This website vendor gives the impression that it keeps promises and commitments. 
3. I believe that this website vendor has my best interests in mind. 
Kassim and Abdullah 
(2010) 
5 1. I am prepared to give private information to online organisations. 
2. I am willing to give my credit card number to most online organisations. 
3. It is not a problem to pay in advance for purchased products over the internet. 
4. Online organisations are professional. 
5. Online organisations always fulfil their promises. 
Communication S. Kim and Park (2013) 4 1. This s-commerce firm keeps me informed of new developments. 
2. This s-commerce firm listens to my feedback on its service. 
  
2
2
3
 
Factors Article Number of Items Original Items 
3. This s-commerce firm provides me with meaningful information. 
4. This s-commerce firm provides me with timely information. 
Sharma and Patterson 
(1999) 
4 1. My adviser keeps me very well informed about what is going on with my investments. 
2. My adviser explains financial concepts and recommendations in a meaningful way. 
3. My adviser never hesitates to give me as much information as I like to have. 
4. My adviser does not hesitate to explain to me the pros and cons of the investments he/she 
recommends to me. 
Kumar and Benbasat 
(2002) 
7 1. ABC.com keeps me totally absorbed in my interactions with it. 
2. I was deeply involved in my interactions while shopping at ABC.com. 
3. ABC.com holds my attention. 
4. I was completely interested in what I was doing while browsing ABC.com. 
5. ABC.com failed to keep me involved while I was shopping. 
6. ABC.com excites my curiosity. 
7. ABC.com aroused my imagination. 
Information 
quality 
S. Kim and Park (2013) 4 1. This s-commerce firm provides accurate information on the item that I want to purchase. 
2. Overall, I think this s-commerce firm provides useful information. 
3. This s-commerce firm provides reliable information. 
4. This s-commerce firm provides sufficient information when I try to make a transaction. 
D.J. Jin, Yong Park and 
Kim (2008) 
7 1. This website provides correct information about the item that I want to purchase. 
2. Overall, I think this website provides useful information. 
3. This website provides timely information on the item. 
4. This website provides reliable information. 
5. This website provides sufficient information when I try to make a transaction. 
6. I am satisfied with the information that this website provides. 
7. Overall, the information this website provides is of high quality. 
Barnes and Vidgen (2002) 6 1. Provides believable information. 
2. Provides timely information. 
3. Provides relevant information. 
4. Provides easy-to-understand information. 
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2
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Factors Article Number of Items Original Items 
5. Provides information at the right level of detail. 
6. Presents the information in an appropriate format. 
Reputation Doney and Cannon (1997) 3 1. This supplier has a reputation for being honest. 
2. This supplier is known to be concerned about consumers. 
3. This supplier has a bad reputation in the market. (R) 
Jarvenpaa, SL, Tractinsky 
and Saarinen (1999) 
3 1. This store is well known. 
2. This store has a bad reputation in the market. 
3. This store is a small player in the market. 
D.J. Jin, Yong Park and 
Kim (2008) 
4 1. This website is well known. 
2. This website has a good reputation. 
3. This website vendor has a reputation for being honest. 
4. I am familiar with the name of this website. 
Transaction 
safety 
Kim, WG and Kim (2004)  1. Ease of cancelling transaction 
2. Security of sensitive information 
3. Ease of understanding policies. 
4. Ease of placing orders and credibility of online transaction. 
Yoon, SJ (2002) 4 1. Security warranty phrases. 
2. Discretionary use of private information. 
3. Clarity of refund policy. 
4. Risk-freeness of transactions. 
Shergill and Chen (2005) 3 1. I feel safe in my transactions with this website. 
2. This website has adequate security features. 
3. I feel that my privacy is protected at this site. 
Word-of-Mouth Hajli, M (2012a) 4 1. I feel my friends’ recommendations are generally frank. 
2. I feel my friends’ recommendations are generally reliable. 
3. Overall, my friends` recommendations are trustworthy. 
4. I trust my friends on SNSs and share my status, pictures with them. 
Srinivasan, Anderson and 
Ponnavolu (2002) 
4 
1. I say positive things about this website to other people. 
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Factors Article Number of Items Original Items 
2. I recommend this website to anyone who seeks my advice. 
3. I do not encourage friends to do business with this website. 
4. I hesitate to refer my acquaintances to this website. 
Harrison-Walker (2001) 14 1. Since I have been with this service organisation, I have mentioned the name of this 
service organisation very rarely. 
2. I mention this service organisation to others quite frequently. 
3. I rarely have occasion to mention the name of this organisation to others. 
4. I’ve told more people about this service organisation than I’ve told about most other 
service organisations. 
5. I seldom miss an opportunity to tell others about this service organisation. 
6. I’ve told very few people about this service organisation. 
7. When I tell others about this service organisation, I tend to talk about the organisation in 
great detail. 
8. I seldom do more than mention the name of this service organisation to others. 
9. Once I start talking about this service organisation, it’s hard for me to stop. 
10. I have only good things to say about this service organisation. 
11. Although I use this service organisation, I tell others that I do not recommend it. 
12. In general, I do not speak favourably about this service organisation. 
13. I am proud to tell others that I use this service organisation. 
Social Influence Liang, Ting-Peng et al. 
(2011) 
7 1. When faced with difficulties, some people on the Plurk are on side with me. 
2. When faced with difficulties, some people on the Plurk comforted and encouraged me. 
3. When faced with difficulties, some people on the Plurk listened to me talk about my 
private feelings. 
4. When faced with difficulties, some people on the Plurk expressed interest and concern in 
my well-being. 
5. On the Plurk, some people would offer suggestions when I needed help. 
6. When I encountered a problem, some people on the Plurk would give me information to 
help me overcome the problem. 
7. When faced with difficulties, some people on the Plurk would help me discover the cause 
and provide me with suggestions. 
  
2
2
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Factors Article Number of Items Original Items 
Xu-Priour, Truong and 
Klink (2014) 
3 1. Shopping with others is a bonding experience. 
2. I enjoy socialising with others when I shop. 
3. I go shopping with my friends or family to socialise. 
Hsu, C-L and Lin (2008) 2 1. People who are important to me think that I should participate in blogs. 
2. People who influence my behaviour encourage me to participate in blogs. 
Consumer 
Satisfaction 
Liang, Ting-Peng et al. 
(2011) 
3 1. I am satisfied with using Plurk. 
2. I am pleased with using Plurk. 
3. I am happy with Plurk. 
Eid (2011) 4 1. The performance of the website meets my expectation. 
2. The website does not have sufficient experience in the marketing of the products and 
services that it offers. 
3. The website knows its users well enough to offer them products and services adapted to 
their needs. 
4. The website does not have the necessary resources to carry out its activities successfully. 
Doll and Torkzadeh (1988) 6 1. Do you think the output is presented in a useful format? 
2. Are you satisfied with the accuracy of the system? 
3. Is the information clear? 
4. Are you happy with the layout of the output? 
5. Does the information content meet your needs? 
6. Are you satisfied with the system? 
Long-term 
orientation 
C.L. Wang, CL, Siu and 
Barnes (2008) 
5 1. Maintaining a long-term relationship with this counterpart is important to us. 
2. We focus on long-term goals in this relationship. 
3. We are willing to make sacrifices to help this counterpart from time to time. 
4. We are only concerned with our outcomes in this relationship. 
5. We expect this counterpart to be working with us for a long time. 
Ganesan (1994) 13 1. We believe that over the long run our relationship with this resource will be profitable. 
2. Maintaining a long-term relationship with this resource is important to us. 
3. We focus on long-term goals in this relationship. 
4. We are willing to make sacrifices to help this resource from time to time. 
  
2
2
7
 
Factors Article Number of Items Original Items 
5. We are only concerned with our outcomes in this relationship. 
6. We expect this resource to be working with us for a long time. 
7. Any concessions we make to help out this resource will even out in the long run. 
8. We believe that over the long run our relationship with the retailer will be profitable. 
9. Maintaining a long-term relationship with this retailer is important to us. 
10. We focus on long-term goals in this relationship. 
11. We are willing to make sacrifices to help this retailer from time to time. 
12. We share our long-term goals with this retailer. 
13. We would like to develop a long-term relationship with this retailer. 
Bearden, William O., 
Money and Nevins (2006) 
8 1. Respect for tradition is important to me. 
2. I plan for the long term. 
3. Family heritage is important to me. 
4. I value a strong link to my past. 
5. I work hard for success in the future. 
6. I don’t mind giving up today’s fun for success in the future. 
7. Traditional values are important to me. 
8. Persistence is important to me. 
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Appendix 5.1 Test of Normality 
Tests of Normality 
  
Shapiro–Wilk 
Statistic Sig. 
Transaction safety: The s-commerce sites that I use have high credibility of 
online transaction. 
.877 <.001 
Transaction safety: The s-commerce sites that I use protect their consumers’ 
personal information. 
.896 <.001 
Transaction safety: The s-commerce sites that I use have clear messages on 
security on their webpages to reassure their consumers. 
.905 <.001 
Transaction safety: The transactions on s-commerce that I use are totally 
secure. 
.899 <.001 
Transaction safety: I feel safe in my transactions with these s-commerce 
sites. 
.899 <.001 
Transaction safety: The s-commerce sites that I use have adequate security 
features. 
.879 <.001 
Communication: The s-commerce sites that I use keep me updated on new 
developments on their sites. 
.783 <.001 
Communication: Social commerce sites consider my feedback on their 
services. 
.796 <.001 
Communication: Social commerce sites have different communications 
channels with consumers, such as Facebook, Twitter and emails. 
.833 <.001 
Communication: Social commerce sites explain different offers and 
recommendations in a meaningful way. 
.810 <.001 
Communication: Social commerce sites hold my attention. .801 <.001 
Communication: Social commerce sites kept me updated with new offers 
while I was shopping. 
.750 <.001 
Information quality: The information on the items that I want to purchase is 
always accurate. 
.916 <.001 
Information quality: Social commerce sites provide reliable information. .912 <.001 
Information quality: Social commerce provide sufficient information when I 
try to make a transaction. 
.913 <.001 
Information quality: High-quality information is provided on s-commerce 
sites that I use. 
.911 <.001 
Information quality: The s-commerce sites provide information at the right 
level of detail. 
.916 <.001 
Information quality: The information on s-commerce that I use is well 
presented. 
.901 <.001 
Information quality: The information on s-commerce that I use is easy to 
understand. 
.892 <.001 
Information quality: Overall, the information on s-commerce that I use 
provides believable information. 
.887 <.001 
Reputation: The s-commerce sites that I use are known to be concerned 
about their consumers. 
.912 <.001 
Reputation: The s-commerce sites that I use are well known. .868 <.001 
Reputation: The s-commerce sites that I use have a good reputation for 
ratings and reviews. 
.873 <.001 
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Tests of Normality 
  
Shapiro–Wilk 
Statistic Sig. 
Reputation: The s-commerce sites that I use are known for being honest with 
consumers. 
.880 <.001 
Reputation: Overall, I am familiar with reading reviews on products and 
services on s-commerce sites. 
.881 <.001 
Trust: I believe that social commerce sites have my information safety in 
mind. 
.929 <.001 
Trust: Social commerce sites give me an impression that they keep my 
information safe. 
.919 <.001 
Trust: I am not willing to give my credit card details to certain social 
commerce sites. 
.901 <.001 
Trust: I am not prepared to give private information, such as phone number 
and address, to social commerce sites. 
.911 <.001 
Trust: Overall, social commerce sites that I use keep their promises of 
security. 
.921 <.001 
Trust: Overall, social commerce sites that I use are not trustworthy. .908 <.001 
Transaction safety: I feel that my privacy is protected at these s-commerce 
sites. 
.911 <.001 
Word-of-mouth: I would provide others with information on s-commerce 
sites that I use. 
.919 <.001 
Word-of-mouth: I would encourage friends and relatives to buy from s-
commerce sites that I use. 
.888 <.001 
Word-of-mouth: I have heard from others that these s-commerce sites are 
very easy to use. 
.890 <.001 
Word-of-mouth: I say positive things to other people about these s-
commerce sites that I use. 
.872 <.001 
Word-of-mouth: I’ve told people about the s-commerce that I use more than 
I’ve told about other sites. 
.906 <.001 
Word-of-mouth: When I tell others about the s-commerce sites that I use, I 
tend to talk about them in great detail. 
.916 <.001 
Word-of-mouth: I am proud to tell others that I use these s-commerce sites 
services. 
.911 <.001 
Word-of-mouth: Overall, I recommend the s-commerce sites that I use to 
anyone who seeks my advice. 
.895 <.001 
Long-term orientation: The s-commerce sites that I use maintain a long-term 
relationship with consumers when they reward them. 
.761 <.001 
Long-term orientation: The s-commerce sites that I use share long-term goals 
with their consumers. 
.819 <.001 
Long-term orientation: The s-commerce sites that I use help their consumers 
as quickly as possible. 
.753 <.001 
Long-term orientation: The s-commerce sites that I use make provisional 
offers to their consumers from time to time. 
.824 <.001 
Consumer satisfaction: I am satisfied with the s-commerce sites that I use. .711 <.001 
Consumer satisfaction: The performance of the s-commerce sites that I use 
meets my expectation. 
.753 <.001 
Consumer satisfaction: The s-commerce sites that I use know their users well 
enough to offer them products and services adapted to their needs. 
.723 <.001 
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Consumer satisfaction: The s-commerce sites that I use have no sufficient 
experience in the marketing of the products and services. 
.807 <.001 
Consumer satisfaction: I am not satisfied with the purchasing experience 
from the s-commerce sites that I use. 
.714 <.001 
Consumer satisfaction: I am satisfied with the design of the s-commerce sites 
that I use. 
.750 <.001 
Consumer satisfaction: I am satisfied with the ease of use of the s-commerce 
sites that I use. 
.687 <.001 
Social influence: When I face difficulties in investigating products or 
services, some people on the s-commerce sites provide help and support. 
.904 <.001 
Social influence: On the s-commerce sites that I use, some people would 
offer suggestions when I needed help. 
.923 <.001 
Social influence: When I read reviews and comments about 
products/services, I feel that people express their experiences with high level 
of honesty. 
.898 <.001 
Social influence: I enjoy socialising with others when I shop from s-
commerce sites. 
.917 <.001 
Social influence: Shopping from s-commerce sites with others is a bonding 
experience. 
.912 <.001 
Social influence: I follow people who influence my behaviour and encourage 
me to buy from s-commerce sites. 
.916 <.001 
 
 
 
 
 
